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Buying Audiences in Michigan? 
Check these facts from the two best sources, your 
Summer NSI and current SRDS— 


Outside Detroit, in Eastern and Central Michigan, WNEM-TV 
delivers more audience than any other station in the area. Three 
out of every five rated quarter hours WNEM-TYV leads the other 
four stations. 


a& Among the 13 stations serving Eastern and Central Michigan, 
including Detroit, WNEM-TV has the lowest cost per thousand 
(6-9 PM, 260-Time Rate, 60 Seconds) 


Any questions? Check for yourself or call your Petry man. 


CENTRAL STUDIOS & OFFICES NATIONAL SALES OFFICE & STUDIOS 
5700 Becker * Saginaw, Mich. Bishop Airport * Flint, Mich 
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Of Your 
Company 
Makes 

No 
Difference 


That’s because every client’s 
a VIP* at General Film; there are 
no “small” producers here! 


In General’s busy processing 
laboratories, appropriately 
located in the heart of the film 
capital, the same meticulous 
service is courteously accorded 
each of our clients, regardless D 
of size, location or job. 


From the moment your film 
arrives until the hour of its 
as-scheduled completion, every 
foot is guaranteed our 
personalized Red Carpet 
Treatment. A special sales- 
service representative is 
assigned to cover your job from 
start to finish, your assurance 
of continuous attention 

all the way through. 





*VERY IMPORTANT PRODUCER 


069 G E N E RAL FILM LABORATORIES CORP. 


1546 ARGYLE AVE. - HOLLYWOOD 28, CALIFORNIA + HO 2-6171 Tel 
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31 ACTION AHEAD 


Producers offering estimated $44 million worth 
of new syndicated programs for fall 


38 PERSONALITY WITH PUNCH 


Mogul, Lewin, Williams & Saylor ‘difference’ 
has helped boost television billings 


40 TV MOVES TO THE COUNTRY 


Sight and sound medium migrates to the 
suburbs more easily than papers 


44 DON’T KNOCK KNICK 


Jacob Ruppert Co. sales turn corner after 
company boosts spot tv budget 


46 “BELIEVE ME, JOHN QQ... .” 


_ Sincerity and personal appeal make 
television commercials effective 


DEPARTMENTS 


6 Publisher’s Letter 
Report to the readers 


14 Letters to the Editor 


The customers always write 


21 Tele-scope 
What's ahead behind the scenes 


25 Business Barometer 


Measuring the trends 


29 Newsfront 
The way it happened 


47 Film Report 
Round-up of news 


63 Spot Report 


Digest of national activity 


68 Audience Charts 
Who watches what 


89 In the Picture 


Portraits of people in the news 


90 In Camera 
The lighter side 





Television Age is published every other Monday by the Television Editorial Corp. Pub- 


lication Office: 109 Market Place, Baltimore 2, Md. Editorial, advertising and circulation 
offices: 444 Madison Ave., New York 22, N. Y. PLaza 1-1122. Single copy: 50 cents. 
Yearly subscription in the U. S. and possessions: $7; in Canada and Mexico: $8 a year; 
elsewhere: $12 a year. Volume VII No. 2. Second class postage paid at Baltimore, Md. 


a 

















THE FOUR 











VITTORIO DE SICA 


CHECK YOUR MARKET 
TODAY! 


INDEPENDENT 
TELEVISION 
CORPORATION 


488 Madison Ave. - N.Y. 22-PLaza 5-2100 
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Walking off with Sales Honors 


INDEPENDENT 
TELEVISION 
CORPORATION 


488 MADISON AVE, NEW YORK 22 + PLAZA §-2100 
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SAV 


AN EXTRA 


3% 


You earn an additional 
5% discount when you buy 
matching spot schedules on 
Channel 2 in Bangor and 
Channel 6 in Portland. 

And you're buying the 
leading station in Maine’s 
two leading markets. 

Compare Bangor’s May 
"59 ARB to May ’58. Here’s 
just one of the things you'll 
find. 


MONDAY THRU FRIDAY 
6 P.M. TO MIDNIGHT 


Channel 2’s share 
of audience 


INCREASED 
9.5% 


Station “B” ‘s share 


DECREASED 
10.0% 


Ask your Weed TV man 
more about more powerful 
Channel 2 


WLBZ-TV 


NBC Affiliate 


A MAINE BROADCASTING 
SYSTEM STATION 
WLBZ-TV (2), Bangor 
WCSH-TV (6), Portland 
WLBZ-Radio, Bangor 
WCSH-Radio, Portland 
WRDO-Radio, Augusta 
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_ Bangor, Maine © 


Letter from the Publisher 
What Will Color Tv Mean? 


To station management who realistically asks about color tele-7 
vision, “What’s in it for my station?,” here are some competitive de- } 


velopments that bear watching: 
Item: A major coffee distributor in the southwest recently re- 


trenched on its tv expenditure in one of the key markets. The money @ 


went into a campaign of ROP color in the local newspaper. 

Item: In 1952, 157 newspapers were printing four-color. Today, 
there are 314 newspapers equipped for the four-color process. 

Item: The Busch-Bavarian division of Anheuser-Busch and the 
Gardner agency are crediting four-color newspaper ads in some 40 
markets with a major role in introducing the beer throughout the 
southwest. 


Item: While the New York Times is being very secretive about its ¥ 


plans for four-color reproduction, most newspaper executives feel 7 


that four-color ads will start rolling off the Times’ presses from its 
new plant now being built on New York’s West Side. The New York 
Daily News is expected to follow shortly. 

Item: Armour & Co. is introducing its new Flavor Saver bacon 
package with two-page four-color spreads in the Minneapolis and 
St. Paul newspapers. 

Item: Newspaper Color Advertising, Inc., under F. Bourne Ruth- 
rauff, has been stepping up its activities, making presentations to 
agencies and advertisers on the sales effectiveness of newspaper 
color. 


Getting Ready 

It is pretty obvious to even the most detached observer that news- 
papers are “tooling up” for the anticipated competition of color 
television. 

The individual station can either ignore this carefully premedi- 
tated color plan on the part of newspapers or can join the competi- 
tive battle for the revenue. The next 18 months will be the most vital 
period in this battle. 

The focal point, of course, will be set circulation. In some mar- 
kets, for one reason or another, stations have been dragging their 
heels on color. In other markets the set distributor has been a key 
deterent. In those markets where an aggressive station operator and 
a hard-hitting distributor have teamed their efforts, set sales have 
moved along very briskly. In. many markets the distributor has re- 
lied on the station to carry the load. Effective teamwork by the two 
can and has benefited both. Good local and network programming 
on the part of the station, plus aggressive exploitation on the part 
of the distributor can’t help but push set sales further. 


Courting the Supermarket Set 

As one veteran broadcaster who is active in color put it, “Our 
objective is to get more sets into the homes of the supermarket set, 
into the young buying families where the effectiveness of advertis- 
ing in color is immediately felt. Many of our current sets are in the 
homes of the higher income brackets, and we hope by working with 
the distributor to achieve a much wider base. I realize, too, that if 
we don’t get the additional revenue from color, the newspapers will. 
I don’t think we can miss if we’re on the ball.” 
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tv's 2 greatest audience appeals 
combine in | great show! 
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WSBT-TV 





... SOUTH BEND, INDIANA'S 
DOMINANT STATION 





“HOOSIER FAVORITE”... 


The Teenagers Show That Parents Watch 


WSBIT-TV 


ASK 


PAUL H. RAYMER COMPANY «+ 


With Joe Kelly and Bruce Saunders at the helm of ‘Hoosier 
Favorite,’ WSBT-TV's big production studio really ‘‘jumps"’ on Satur- 
day afternoons. From 5:00-6:30 p.m. South Bend teenagers crowd 
the studio and their home TV sets for dancing fun, top tunes and 
the casual commentaries of Saunders and Kelly. 


While ‘‘Hoosier Favorite"’ is essentially a teenagers show, ARB 
reports that half of this big audience is composed of adults! Now in 
its 5th year, this popular program consistently rates above 20.0%. 


WSBT-TV dominates the prosperous South Bend market with 
local programs and by carrying top rated national shows. The latest 
ARB rating gives WSBT-TV 45.2 share of sets in use over a four week 
period! 


To reach the 1.6 billion dollar South Bend TV market, use the 
station that dominates it nearly 2 to 1 . . . WSBT-TV. See your Ray- 
mer man or write this station for availabilities on ‘Hoosier Favorite." 
Also request free market data book. 


STATIONS 





CHANNEL 22 
NATIONAL REPRESENTATIVE 


SOUTH BEND, INDIANA -« 
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MORE THAN YOU COUNT ON! You know WCBS-TV com. 


mands New York’s biggest audiences. Year after year, audience “head-count. 
ing” studies prove it—and advertisers count on it! 

Now, a new depth study of “breakthrough” significance shows that chan. 
nel 2 delivers also the best, most responsive audiences. Conducted by the 
Institute for Motivational Research, in association with Market Planning 
Corporation (an affiliate of McCann-Erickson), the study proves dramatically 
that New Yorkers—with seven stations to choose from—have by far the 














Om- 


han- 


the 
ning 


- the 


greatest trust and confidence in channel 2. And, even more significant, that 


this pattern of trust and confidence (to quote the Institute for Motivational 


Research) “carries over into a pattern of greater trust and confidence in 
commercials and products associated with channel 2!” 

Thus, this study is as important to you as rates and ratings. To obtain a 
copy of the findings, call WCBS-TV or your nearest CBS Television Spot 
Sales representative. You'll see that channel 2 gives you more, far more, 


than you count on! CBS Owned Channel 2, New York WCBSO@TYV 
























































BUY THE TOP 
STATION IN THE 


BOISE 
MARKET 





HUB OF 
EXPANDING 
BOISELAND 

IN THE 

NATION'S 
GREATEST 
IRRIGATION 
SYSTEM 


> 


Oia in 
qe) By a" 


CBS-CHANNEL 2 
BOISE, IDAHO 





National Representatives 
PETERS, GRIFFIN, WOODWARD, INC. 
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Plans for Fall 


Texize Chemicals plans to use about 


the same spot television schedules this 
fall as last with little change in format. 
The firm’s spot programming in be- 
half of its 


has been effective and will be con- 


household products line 


tinued. ... 
PauL Barrett 
Henderson Advertising Agency 
Greenville, S.C. 


Note: TvB credits Texize with an estimated 
$4.7 million spent in spot during 1958 with 
$2 million falling within the last three 
months of the year. 


Roundup on Spot 

. I thoroughly enjoyed reading 
“Spot Sets the Pace” and 
found it interesting and enlighten- 


the article 


mie: ss 5 
Wescey I. Nuxn 
Manager Sales-Advertising 
Standard Oil Co. (Indiana) 


Chicago 


. it seems to me that you have 
amassed a great deal of information 
that will be of interest and help to 
many people involved in the adver- 
tising business. . . . 

C. L. BuckINGHAM 

General Advertising Manager 

Southern Bell Telephone Co. 

Atlanta 


There is a great deal of inter- 
esting material in this. | promise I will 
spend considerable time with this is- 
sue.... 

FRANK C. MARSHALL 

{dvertising Manager 
Heublein Inc. 
Hartford, Conn. 


Spot Leader 

. where I am quoted (“Spot Sets 
the Pace.” Tv AGE, July 27) as saying 
“We are the heaviest brewery user of 
Metropolitan New 
this should read 


television in 


York.” 


“spot televi- 


sion.” As you know the Rorabaugh 


study shows that we were second only 

to the leading national shipper in our 

spot television expenditures and were 

the leading regional brewer in pur. 
chase of spot television. 

Maurice ATKINSON 

Advertising Manager 

Jacob Ruppert 

Vew York City 


Back Copies 
. appreciate your “sudden” serv- 
ice on our request for a copy of your 
July 28, 1958 issue, which one of our 
clients requested. In the future it will 
not be necessary to write you for back 
copies since the word in the office now 
“NEVER throw away a TELEVISION 

AGE.” 

PETER J. FLYNN 
Radio and Television Director 
Lessing Advertising Co. 
Des Moines 


WAFG-TV Huntsville 
Huntsville, 
announce the opening of its first tele- 
WAFG-TV, channel 
WAFG-TV is located on Monte Sano 


mountain overlooking downtown 


Alabama, is proud to 


vision station, 


Huntsville and the vast industrial 


Tennessee valley and started tele- 
casting Aug. 1, 1959. . . . It is owned 
and operated by Rocket City Tele- 
with Shaf Gregory, 


dent, eae R. Cleary, vice president 


vision Inc.. presi- 
. Higdon secretary-treas- 
. The Board 
of Directors is composed of Messrs. 


and John 


urer and general manager 


P. T. Gunn, Jim Beasley, Robert 
Darby, Thomas Sleeman, W. K. 
Burgreen, Lloyd Root and Bobby 


Yarbrough. 
Joun A. Hicpon 
General Manager 


warc-Tv Huntsville 


Homebuilding Service 
The story on homebuilding (TV 
AGE, July 13, 1959) 


terest to all of your readers. 


is of great in- 
It tells 
quite a story on the job being done. 
for the 


by television. . . . 


home-construction industry 


Warp L 


Vice-President, General Manager 


. QUAAL 


wen-Tv Chicago 
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WNDU-TV and WNDU AM 


proudly announce 


the appointment of 


VENARD, RINTOUL & McCONNELL, iwc. 


as their national 


sales representatives 


WNDU-TV 


NBC CHANNEL I6 


WNDU AM 


ABC RADIO NETWORK 





Serving the 


SOUTH BEND e ELKHART MARKET 


Indiana’s second market 
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FIRST CAME NBC- 
in public familiarity, jp 
“Not including general preference 
your family, what do and in general esteem fy 
you consider the three What television doing “the best job.” 
most important network do people know In the various areas of 
things you have in FIRST CAME best and like best? That network service examiy 
your home?” That THE TELEVISION SET-— question was posed to by the study, NBC was: 
question was put to a named by 38.8% of the another national First In News - First h 
national cross-section respondents—closely cross-section by The Entertainment - First) 
of Americans by followed by The Psychological Corporation, Serving the Public Inte 
R. H. Bruskin Associates, Refrigerator (36.9%) again as part of a First In Informational 
an independent and The Stove (36.3%). continuing independent Programming - First h 
research organization. Behind them came survey of American “Bringing Advertising t 
The Washer and/or attitudes. Viewers That Is 
Drier (28.1%) and The Helpful in Choosing } 
Bed (12.8%). Products and Services’ 





television 
comes 
first 





EE AAR 


pa a 


TELEVISION 
NETWORK 


These surveys 
were made without 


direction or suggestions 
by any broadcaster.” 
The results of both 


speak eloquently for 
themselves—the one 
for television, the 
other for the totality 
of television service 
offered by America’s 
first network. 








*Copies of surveys available 
upon request to R. H. Bruskin 
Associates, 96 Bayard St., 
New Brunewick, N. J., and to 
Marketing and Social Research 
Division, The Psychological 
Corporation, 304 E. 45th St., 
New York 17, N.Y. 











WRCA-TV'S NEW ROTATION PLAL 
WITH A GUARANTEED RETURN 


WRCA-TV'S unprecedented, prime- 
time spot rotation plan assures 
you of net audiences as much as 
25% bigger than those delivered 
by fixed-position announcements 
—at no increase in cost. 


ORBIT guarantees every adver- 
tiser in the new season powerful 
adjacencies to established hits 
like Tennessee Ernie Ford, Bat 
Masterson and Groucho Marx. 
Your message will also benefit 
from the excitement of brand 
new NBC Television Network 
attractions like Riverboat, Sun- 
day Showcase and Bonanza! 


ORBIT is available in either one, 
or both, of two dimensions. In 
Horizontal Orbit, your message is 
spotted in the 8 p.m. time period. 
On successive weeks, it rotates 
through Sunday, Monday, Tues- 
day, Friday and Saturday nights. 
In Vertical Orbit, your message 
rotates through consecutive half- 
hour breaks from 8 to 10:30 p.m. 


on successive Thursday nights. 


There’s no time like the present 
to invest in this sales plan of the 
future. Call for details today. 


WRCA-TV CHANNEL 4 IN NEW YORK 


NBC OWNED - SOLD BY NBC SPOT SALES 











But Will They Get It In 


Des Moines”7? 


% 


— 





. » « (With apologies to Stanley Flink, author 
of the popular new book of the same name) 


They will get it in Des Moines if your selling 
message is on KRNT-TYV, the one television 
station with nearly all of the dominant 

local personalties. This is the station which 
gives your advertising the warm, personal 
endorsement that is so believable, so memor- 
able, so effective! KRNT-TV has TEN daily 
live-emceed local programs, five of which serve 
advertisers on a participating basis. 


To make certain you’re not missing important 
profits which can be yours quickly and easily 
through frequent use of KRNT-TV pre-selling, 
call your Katz man for availabilities on 

this station — now! 


GET THIS ABOUT DES MOINES: 


* 49% of Des Moines families consist of 4 or more 
persons (a lot of people to sell to!) 

* 48% of Des Moines’ population is between the ages 
of 21 and 39 (this is the age of acquisition!) 


* 50% of Des Moines heads-of-households earn $5,- 
000 or more annually (a lot of money to spend!) 


- é * 


KRNT©TV 


LIWE TELEVISION IN DES MOINES | 
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“Variety Theater” 


Emceed by one of the middlewest’s most popular people, Bill Riley, 
Variety Theatre is just one of the three daily KRNT-TV programs 

that are going to the Iowa State Fair, attended by halfa million people 
each year. Now playing is a sensational showbill opening with Tne 

Little Rascals . . . followed by Our Miss Brooks, and headlining Amos ’n 
Andy! Hundreds of people will attend every performance of KRNT-TV 
programs at the fair . . . providing unusual opportunities for actual 
demonstrations and sampling. 

Variety Theatre is one of the most important entertainment events 

in Des Moines from 4:00 to 5:15 P.M. Daily 


4:00 to 5:00 p.m. Daily 


Represented by The Katz Agency 
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WHAT’S AHEAD BEHIND THE SCENES Te i e-s Cop e 


League In Search Of A Network 

The third major league baseball circuit, scheduled to 
get underway in 1961, will probably work out an arrange- 
ment with one of the networks for some kind of game of 
the week, similar to what is telecast on CBS-TV and NBC- 
TV. Reports that ABC-TV was negotiating with the newly- 
formed Continental League were denied by Thomas W. 
Moore, vice president in charge of programming. He con- 
ceded, however, that the network would be interested in 
such an arrangement. 


Candymaker’s Come-Back 

After an absence from tv spot of three years, Blumenthal 
Brothers Chocolate Co. re-enters the medium the middle 
of next month with a fall-winter campaign for its Goobers 
and Raisinets candies. A group of selected major markets 
will be used in a drive to build both sales and distribu- 
tion. Animated spots will run in local kid shows in heavy 
frequencies of 14-20 spots per week. Minute commercials 
will divide 45 seconds of film and a 15-second live tag 
by local personalities. Tv-radio director Les Harmon han- 
dles the timebuying at Wermen & Schorr, Inc., Phila. 


East Coast Station for Time? 

Where will Time Inc. look for its new television outlet? 
Weston C. Pullen Jr., vice president for. broadcasting, told 
the recent conference of managers of the Times-owned 
stations (WFBM-TV-AM Indianapolis, KDYL-KTVT-TV Salt 
Lake City, KLz-Tv-am Denver, WTCN-TV-AM Minneapolis- 
St. Paul and woop-Tv-amM Grand Rapids) that other sta- 
tions would soon take the place of the Salt Lake City out- 
lets which are being sold. Interested observers wonder 
whether the company will seek an east coast outlet to 
broaden the market of company stations which are now 
all in the west and midwest. 


New Account, New Approach 

Smith-Greenland Co.,,New York, has interesting plans 
for~an upcoming campaign for its latest client, Farm 
House Frozen Foods. Television spot will be used to pro- 
mote the firm’s frozen pies in chocolate-pudding, peach 
and other flavors—but the kicker is that color will be em- 
ployed. Whether the spots will be filmed in color or de- 
livered live in color-cast homemaking shows, along with 
details as to markets and starting date were not revealed. 
Media director Les Towne is the contact. 


Old Features Never Die 

wor-Tv New York has found many useful ways of get- 
ting extra yardage from its supply of motion pictures, and, 
has come up with still another plan whereby re-runs of 
Million Dollar Movie will find a new audience this fall. 
Under the title of The Big Movie a previously seen feature 
is shown three times over the weekend—once on Saturday 


from 7:30-9 p.m. and twice on Sunday (7:30-9 p.m. and 
10:30-midnight). The Big Movie, which starts in Septem- 
ber, is sold out. Coordinated Merchandising (housewares 
and home furnishings) and Good Neighborhood Phar- 
macies (a string of independent druggists) have picked 
it up for 13 weeks and are out soliciting co-op money. 


Wine Readying Drive 

The initial decisions as to markets and budgets for the 
forthcoming fall campaign on Manischewitz wines are 
begin made late this month. The drive will be similar to 
last year’s, with schedules of day and night minutes and 
20’s starting in October in about 30 markets for a run 
through the holidays. Lawrence C. Gumbinner, Inc., New 
York, is the agency; Gail Myers is the timebuyer. 


Ziv Boosts Co-Sponsorship Deals 

Arranging co-sponsorship deals in syndication is not 
as difficult as it sounds—at least not for Ziv. The com- 
pany reports that in the first half of this year its sales 
staff arranged 565 co-sponsorship agreements between 
1,130 non-competing clients for a gross total of over $14 
million in time and program billings. The arrangements 
are sometimes intricate, but according to M. J. “Bud” 
Rifkin, Ziv’s vice president in charge of sales, “by closely 
coordinating our national and syndicated sales forces, we 
have increased our total number of co-sponsorship deals 
by over 62 per cent in the past three years.” 


Top 24 For Hoover 

The Hoover Co., which has lined up a network intro- 
duction for its new electric floor washer (see Newsfront), 
will also run spot schedules beginning Sept. 20 in Boston, 
Philadelphia, Washington, D. C., Baltimore, Buffalo, 
Cleveland, Cincinnati, Detroit, Pittsburgh, Atlanta, Indi- 
anapolis, Chicago, Minneapolis, Milwaukee, Kansas City, 
St. Louis, Omaha, Denver, Dallas, Houston, Los Angeles, 
San Francisco, Seattle and Portland. Minutes and 20’s will 
run in both day and night slots. Media supervisor is Gus 
Pfleger at Leo Burnett Co., Chicago. 


Eye On Tv . 

A six-year-old firm, Theon Co., is making the first ad- 
vertising campaign in its young history early next month 
with 80 per cent 6f the budget going into tv. The com- 
pany’s complete line of Lashbrite eye make-up wil! be sold 
via seven spots weekly on the Dick Clark Show in top mar- 
kets, plus by minutes, 20’s and ID’s in record shows and 
late movies throughout the country. President Al Flaster 
of Theon noted that 70 per cent of all cosmetics are bought 
by teen-agers, and “there’s no reason we can’t get a share, 
with tv’s help, of the eye-make-up market dominated now 
by one major concern.” Lillian Firestone of Joseph Reiss 
Associates, New York, is the agency contact. 
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Ch. 2— CBS 
; Your “Must” Station 
to Cover Detroit 


CLEVELAND 


Top New Top Movies 
W H i" R F en om 
TOLEDO 
Ist in Toledc 
5 Covers 2,000,000 
ATLANTA 


More Top Movies 
More News— More Coverage 





MILWAUKEE 
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CBS Programming 


Top Movies 
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DETROIT 

—THE STATIONS THAT ACCENT THE SELL oe 

Steer your sales to steady CLEVELAND 
increases with a name that is acini gates 
known for results. Over the Tops in network — Tape in facut 
years, the vast majority of WHEELING 
America’s biggest and most WWVA 
astute advertisers have consist- omy wrap Page 
ently relied on Storer leadership Pittsburgh-Wh 


for leadership themselves... 
General Motors...Proctor & Gamble 
..R. J. Reynolds...Revlon...General 
Foods...Schlitz...Kellogg...General 


Electric. Join these and many MIAMI 
Jehbbelebu-lel_Mue) ame) sel_> wmmebt-iabet=abet—sel-lel egies: 
names on the stations that ALL South Floride 


assure success, because, with LOS ANGELES 
Storer, you always know where 
your sales are going. With Storer, 
they’re going up! 


KNO' ‘ROUGHOUT THE NATION STORER BROADCASTING COMPANY 


















& CNEWS. 
INFORMATION SERVICE 
ON TV TAPE : - 
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‘commercials? 


What stations in bhave tape facilities ? 
What are talent costs”on EV tape? = 
23 om 


_ Whatever you want to know about TV tape, you can find out from 
_ Ampex. Six reports and studies are already pexenassth 


; << = ‘Station rates for TV tape » recording © 
3 2. TV tape production companies (program and commercials) 
3.-Stations equipped with TV-tape recorders : 2 
4. Foreign installations of TV tape recorders 
5. Nine companies equipped with mobile TV tape recorders 
6. Duplication services (tape to tape, tape to film, 

film to tape) 


Write for any or all of these now. And if you'd 
like to be on our permanent mailing list 2 


to receive the newest reports as they are issued, | AM 

just let us know. : fe! PEX 
|vwio APE 
| 
| 














CORPORATION 


Ampex Tape Information Services, Dept. 304-2 
934 Charter Street, Redwood City, California 


. 
TM AMPEK CORP 
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Business barometer 


In June both local and network billings dropped sharply, following the usual seasonal 
trend. 





: LOCAL BUSINESS 
The Business Barometer survey June July Aug. Sept. Oct. Nov. Dec. Jan. Feb. Mar. Apr. May. June 


of television stations 











in all parts of the %, 
country and in all Xe, | 
classes of markets AN] 100 
indicates a drop in 
local billings in June %. 2 | 

: under those in May of % ~ 


9.6 per cent. The 
decline for network in 











the same period was an “A 
even 9 per cent. 2, a 
Business in both classifica- “~ 
: s 
tions was ahead of . 
eo { 
that a year ago, how- 4 
Sy 
e 


ever. Local billings S 

were up 11.9 per cent 

this June over those at 

in June 1958, while ‘S 

network business was 

ww 2 

up 2.6 per cent for A June off 9.6 per cent under May 

the same period. B June 1959 up 11.9 per cent over June 1958 
Comparing these figures with those in previous years shows that local was off 

slightly more than the average, a fact which may be explained by the rela- 

: : : : K I 

tively higher billings June July Aug. Sept a a eae 

in the early months 

of the year. 


Local billings in June 1954 
were off 4 per cent 
under May; in 1955 6.4 

per cent under; 1956 

: 9.1 per cents; 1957 7.8 

per cent and 1958 8.4 

per cent. 





Mar Apr May J ume 








Network business in June 1954 100 


was 6.1 per cent less 
than in May; in 1955 
6.4 per cent less; 

A 1956 5.5 per cent; 

4 1957 7.3 per cent and 
1958 6.6 per cent. 














LNA-BAR reports issued by 











i Television Bureau of 

| Advertising estimate 
that total network A June off 9 per cent under May 
business for the B June 1959 up 2.6 per cent over June 1958 


period from January through June, the first half of the year, is up 9.3 per 
- cent for the three networks. Their estimate shows total gross dollars for the 
43 period as $309 million as compared with $283 million a year ago. 


A report of July spot billings will be carried in Sept. 7 issue of TELEVISION AGE. 
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WESTINGHOUSE 
MAKES SURE OF 
A“THIRD TERM”’ 


Though the nation’s most exciting political 
events are a full year away, the Westinghouse 
Electric Corporation has announced its deci- 
sion to sponsor for the third time the national 
political conventions and the Presidential 
Election on the CBS Television Network. 

This early decision reflects the conviction 
on the part of Westinghouse that the CBS 
News coverage of the conventions will again 
attract, just as it did in 1956, the largest aver- 
age audiences of any television network for 
the duration of the conventions and the Elec- 
tion. It is equally a demonstration of confi- 
dence based on a decade of experience with 
the CBS Television Network where a few 
weeks ago Westinghouse presented its 500th 
weekly hour-long dramatic broadcast. 

They can be sure that in CBS News they 
will have at their service the most experienced, 
expert and enterprising team of political 
reporters and analysts in broadcasting. 

They can be sure they will render a vital 
service to the nation by offering them com- 
plete and authoritative coverage of the most 
important political process of a democracy. 

They can be sure this coverage will again 
earn for them the respect and gratitude of a 
nationwide audience and — as Westinghouse 
stated in 1956 — “contribute substantially to 
our over-all objectives.” 

Today when the public’s need for informa- 
tion is especially urgent, America’s leading 
advertisers are increasingly placing their con- 
fidence in the values of CBS News programs: 
such noted series as THE TWENTIETH 
CENTURY (sponsored by Prudential Insur- 
ance Company of America), CONQUEST 
(sponsored by Monsanto Chemical Com- 
pany), the new, exciting documentary series 
CBS REPORTS (sponsored by Bell & Howell 
Company and B. F. Goodrich Company), 
and WOMAN! (in part sponsored by Dow 
Chemical Company). 

Like Westinghouse, they can be sure they 
have working for them the most widely 
acclaimed news organization in television and 


the network with the largest audiences of any 
single advertising medium in the world. 


THE CBS TELEVISION NETWORK 


























BATTLE 


HELP YOURSELF rere 


to a 


TRIPLE SCOOP 


MICHIGAN 


Dip in with WILX-TV. Get a generous 
scoop in three major metro areas—Lansing, 
Battle Creek and Jackson. At each point of 
Michigan’s Golden Triangle, WILX-TV oper- 
ates “live” studios . . . delivers city-grade 
signal . . . leads with dominant NBC pro- 
gramming. 


Mark these WILX-TV market facts: 


POPULATION: 1 Ith largest in the U.S. 
(according to SRDS Consumer Market Data) 


JACKSON 





Contact 


RETAIL SALES: 12th largest in the U.S. VENARD, 
(according to Sales Management) RINTOUL & 

TV HOMES: 28th largest in U.S. McCONNELL, 
(according to Television Age) INC, 


WILX-TV 4 


CHANNEL 4%) SERVING MICHIGAN'S BATTLE 
GOLDEN TRIANGLE on 





... affiliated in Lansing with WILS Radio 
THE SIGHT AND SOUND WAY TO TELL AND SELL LANSING 
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Hoover will show how to wash floors on tv . . page 29 


Top advertisers give tv biggest share. ..... page 29 


Gillette tried to get Johannson fight ....... page 84 


Video Mop-up 

Because it can show the product 
being used, television will get half of 
the million-dollar advertising budget 
the Hoover Company has set aside to 
introduce its new Electric Floor 
Washer. 

The appliance, first handy home- 
size power gadget which will wash, 
scrub and dry any hard surface floor, 
is currently moving into dealer ware- 
houses. It is scheduled to sell at re- 
tail in the $75 bracket. 

“Television is perfect for our 
needs,” says Hoover ad manager W. 
B. Jones. “It might have been in- 
vented for the introduction of prod- 
ucts such as ours. We discovered in 
our preliminary research that women 
expressed only mild interest in the 
floor washer when they were told 
about it; however interest was greatly 
heightened by demonstration. It’s 
really amazing, in fact, the way the 
washer sells itself. 

“During the production of the film 
commercials at MPO Television Films 
one of the prop men, not easily im- 
pressed individuals on the whole, 
said ‘this thing really works, doesn’t 
it?’ Naturally we feel that any product 
which can sell itself by demonstration 
should be given the opportunity to 
do so. Hence, television.” 

The campaign for the new Hoover 
appliance will be kicked off on Sept. 
16, when it will be introduced on CBS 
network tv by probably the leading 
house-to-house demonstrator in tele- 
Arthur Godfrey. The excite- 
ment of Godfrey’s return to television, 
and the ratings that will undoubtedly 
result from it, seem to assure that 
Hoover will get full return for their 
one-third share of the bankroll for 
the Godfrey program. 





vision 


On Sept. 20, a spot campaign gets 
underway in 24 major markets across 


the country, at the same time as Dur- 
ward Kirby begins a constant live 
push for the washer on the Hoover- 
sponsored The Verdict is Yours on 
CBS-TV daytime. Spot buys will be 
made at least partly on the basis of 
the strength of Verdict in each mar- 
ket. Plans at present are to split the 
spot funds about equally between day 
and night, using minutes in day and 
late evening and 20’s in prime time. 

The advertising on the Hoover 
Floor Washer will be geared to 
demonstration. Although this is easily 
accomplished with a two or three 
minute break in a network show, it 
isn’t so easy to do in a 20-second 
spot. The 20’s, therefore, are concen- 
trated on the drying action of the 
appliance; the minutes explain the 
full process. 

“Another thing our research. dis- 
covered,” says Mr. Jones, “was that 
women automatically thought of their 
kitchens when they heard about the 
washer, and immediately protested 
that they did not have enough non- 
wood, non-carpeted floor area to war- 
rant purchase of the washer. After 
all, this is not exactly in the class of 
an impulse buy. However, when they 
werereminded of such areas as painted 
porches, bathrooms, game rooms, ce- 
ment basements, brick patios, etc.— 
all areas which the washer will clean 
—they became much more excited 
about the prospect of owning one. 
Again, television can show the washer 
in action on these surfaces and stimu- 
late the housewife to see more and 
more possible uses. 

“There is a large market for the 
appliance. We found that 89 per cent 
of women still do their own floors; 
31 per cent do them on their hands 
and knees. We have great confidence, 
expressed to the tune of a million- 
dollar introductory ad campaign and 


THE WAY IT HAPPENED Ne ws fron Tt 








Hoover Electric Floor Washer com- 
mercials stress ease with which ma- 
chine first scrubs, then dries any 
floor which should be cleaned by 
washing. 


1A 


DRYS 


a 
a new two-million-dollar factory, in 
the potential of the Electric Floor 
Washer.” 

The agency for the Hooover Co. is 
Leo Burnett; account supervisor is 
Carl Zucher of the Chicago home 
office. 





Tv Budgets 

Of the top 100 national advertisers 
of 1958 a total of 42 spent more than 
half of their advertising budgets in 
television. 

These figures, a result of a study 
just announced by the Television Bu- 
reau of Advertising, show that the 100 
companies spent $746 million in tv 
last year out of total budgets of $1,- 
509 million. Sixty-five of the com- 
panies considered television as their 
basic medium. 

Two of the companies, Texize 
Chemical, which invested $4.7 muilion 
in advertising, and American Chicle, 
with $5.3 million, spent their entire 
budget in television. 

Adell Chemical Co. (Lestoil) spent 


(Continued on page 84) 
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THOSE VIEWERS IN YOUR MARKET Wal 
MISS IN THE FIRS 
EPISODE OF “NOT FOR HIRE” WIL 
BE SORRY. THOSE WHO MISS HIM] 
ANY OTHER EPISODE WILL BE F 











NI TELEVISION FILMS-A DIVISION ( 


CALIFORNIA NATIONAL PRODUCTIONS, IN 





here’s a story going around town about an 
important regional advertiser who spent 
close to a year looking for a suitable vehicle 
for the syndication market. Seems the advertiser 
wanted to be identified with an expensive pres- 


tige property because of the special nature of 


his services. Numerous hopefuls were submitted 


to the client and his agency encompassing almost 
every conceivable kind of format. Recently, a 
choice was made: for local live news shows 
in a variety of markets. 

The story is confusing, but so is syndication. 
On the face of it it would seem that properties 


offered on the market-by-market route cannot 


Television 


AUGUST 24, 1959 


Producers offering 
estimated $44 million 
worth of new 
syndicated programs 


this fall 


always attract prestige advertisers, even those 
whose marketing problems are purely regional. 
On the other hand, the production values that 
now go into programs in syndication cannot be 


20 into network 


distinguished from those that g 


shows. In fact, to call most tv film producers 
and distributors syndicators is somewhat mis- 
leading: their programs are designed for the 
networks; local and regional business is a 
backstop, and a crucial one. 

Despite this, syndication as such has failed 
to gain the recognition it should have from major 
advertisers and their agencies. It is considered 


a poor man’s medium by some, and by others, 























Congressional Investigator 


accustomed to spot announcements, 
a rich man’s medium. 

That syndication is neither second- 
rate nor expensive hasn’t been ade- 
quately documented, although this 
year still more new advertisers will 
be using programs on a spot basis, 
educated, to a large degree, by the 
success of their more venturesome 
competition. Others, forced to con- 
centrate for the first time in a few 
selected markets during last year’s 
recession, will return this year with 
heavier schedules—they have bigger 
budgets now, and they’ve learned 
how to use programs in syndication. 

It would seem, then, that in spite 
of poor promotion and advertiser 
ignorance distributors as a group are 
in for a banner year. This isn’t to 
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ABC Films’ Meet McGraw 






Ziv’s Lock Up premieres 





say that they don’t have problems. 
The main one revolves around time 


availabilities, always an aggravating 
problem and one further aggravated, 
paradoxically, by our booming econ- 
omy which has helped the networks 
program still more hours this fall. 

Costs have risen slightly, and by 
and large it’s been found impossible 
to pass the increases on to stations 
and advertisers. John Sinn, president 
of Ziv, says they can only be re- 
covered through expansion of the 
international market. 

Competition among the top com- 
panies armed with quality product 
has never been keener, a situation 
which can help the medium in a 
general sensé but which creates a 
buyer’s market where advertisers can 


This Man Dawson arrives 


pick and choose and play off one 
distributor against another. 

These negative factors are more 
than offset by the number of new pro- 
grams that will be introduced this 
fall, for there will be action a-plenty 
in the action-hungry field. Conserva- 
tively speaking, close to $44-million 
worth of new programming will be 


telecast on the market-by-market - 


route and the emphasis, as usual, will 
be on fast-action, mass-appeal shows. 

Not all of these programs are new 
to television: there will be at least 
eight off-the-network properties intro- 
duced and four syndicated programs 
will return with a full complement 
of 39 new episodes apiece. All told, 
however, 38 shows new to the spot 
market will go on the air this fall, 











ne 








More action: Police Station 


and 22 of them are untried vehicles, 
representing an investment by Holly- 
wood producers of approximately 
$25 million. 

Not included in this estimate are 
new series of established programs 
which swell the production-dollar 
total on new programs for this year 
alone to over $30 million. Some of 
the tried vehicles, in addition to the 
off-the-network properties, include 
National Telefilm Associates’ tape 
shows, which were started over 
wNTA-TV New York. These were 
brought in at a considerably lower 
budget than the film shows. 

In terms of air time, a total of over 
1,400 half hours of new-to-syndica- 
tion properties are being offered sta- 
tions and advertisers. Of these, 900 


Official’s What Are The Odds? 











CNP’s The Californians 





half hours are new-to-television. In 


addition to these, many programs, 
such as Independent Television 
Corp.’s Cannonball and Screen Gem’s 
Seven League Boots, will appear for 
the first time in many markets in 
the fall. 

The emphasis, as has been noted, 
will be on action again this season. 
Of the new programs which will 
premiere, 14 fall into the general 
action-adventure category. If it were 
possible to split this category into 
straight action and straight adventure 
shows, there would be a standoff. 
Manhunt, a Screen Gems property, 
seems mostly action, while Bernard 
L. Schubert, Inc.’s David Harding, 
Counterspy, seems mostly adventure. 
However, since the line between the 





two categories is difficult to establish, 
it appears best to lump them to- 
gether. 

Surprisingly few new westerns will 
go onto the market-by-market route. 
A total of four are scheduled to date, 
and two of them — CBS Films’ 
Trackdown and California National 
Productions’ The Californians—are 
off-the-network programs. Another 
surprise: comedies, which are said to 
be difficult to establish in syndication, 
will be offered again this fall. CBS 
Films’ The Phil Silvers Show is a 
proven vehicle in that it has had a 
long network run. Two other pro- 
grams which can be said to be de- 
signed to elicit laughs from audiences 
are primarily aimed at young 
viewers: Trans-Lux Television Corp.’s 
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MCA TV’s Shotgun Slade 


CBS Films is distributing Trackdown 
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New to syndication: MGM-TV’s Thin Man 
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Felix the Cat and Sterling’s Captain 
Sailor Bird. Another program which 
offers humor (and some pathos) is 
National Telefilm Associates’ Alex 
in Wonderland. 

There are several distinctly off- 
beat programs for syndication this 
year, some of which are hard to 
categorize. Perhaps the newest offer- 
ing is World Wide Television Sales 
Corp.’s Major League Baseball Pre- 
sents, a package of 26 one-hour 
programs of the best games of the 
season. This show, as with some of 
the other departures from routine 
programming, was made possible by 
tape. 

NTA, through its outlet in New 
York, has developed many shows on 
tape, and is offering four of them 
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on the market-by-market route this 
season. The programs—Mike Wal- 
lace Interviews, One Night Stand, 
The Henry Morgan Show and Alex 
in Wonderland — were produced 
within the confines of a studio, but 
their formats are unusual and should 
receive attention in many major 
markets. 

Independent Television Corp. has 
branched into tape syndication with 
Ding Dong School, which has been 
off NBC-TV for four years. Stations 
are being given the choice of tape 
or film of entirely new segments of 
the award-winning program. Ma- 
jority of purchasers of Ding Dong 
School have asked for film, an indi- 
cation that major distribution of tape 
programs is still another year away. 


There are several unusual pro- 
grams on film as well. Bold Journey, 
another award-winning show, has 
been placed on the market-by-market 
route by Banner Films after a three- 
year run over ABC-TV. The series is 
available for stripping purposes 
since its 143 half hours will be 
integrated with the 52 segments of 
I Search for Adventure. 

The most star-studded production 
ever to be placed in first-run syndi- 
cation is being offered by ITC. Inter- 
national in character, it is Four Just 
Men, which has the services of Jack 
Hawkins, Richard Conte, Dan Dailey 
and Vittorio de Sica. 

United Artists Television has made 
its initial move on the market-by- 
market route with Tales of the Vik- 
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Henry Morgan on tape 


Pes 


ings, based on the block-buster 
movie, and here again production 
values are on a par with the best 
Hollywood can offer. When the fea- 
ture was filmed on location, a great 
deal of extra footage was taken for 
television purposes. 

MGM.TV, which has also made its 
first move in syndication this year. 
is offering an off-the-network pro- 
gram, The Thin Man, which has the 
services of two top Hollywood 
names: Peter Lawford and Phyllis 
Kirk. The Phil Silvers Show, dis- 
tributed by CBS Films, is expected 
to do as well in syndication in terms 
of audience as it did on the network. 

Despite these obvious audience 
pullers the market will remain a 


secondary one until someone under- 





Another series of U. S. Marshal 





takes the chore of educating adver- 
tisers to its use. Its virtues—dealer 
distributor preference, free choice of 
markets and stations, flexibility in 
commercial copy and merchandising 
and promotion support — are not 
fully appreciated. In the past two 
years only two studies of any conse- 
quence were made of the market: 
the first by The Katz Agency, a 
station rep, and the second by CBS 
Films. 

The Katz study compared cover- 
age and cost of spot and network 
programming, and concluded in 1958 
that spot’s margin of efficiency over 
network had increased. The figures 
offered are probably applicable to- 
day, although there have been some 
changes. According to that analysis, 





Mike Wallace is syndicated 





a 60-market spot program buy de- 
livers 40.1] 
portunities, as compared with a 


million viewing op- 


100-market network potential of 38 
million. 

Costs, therefore, would work out 
something like this: the spot buy 
would deliver 2.1 million more view- 
ing opportunities at $11,700 less per 
showing than the 100-market network 
buy—that is, $47,400 for the 60- 
market program versus $59,100 for 
the network half hour. Katz based 
this comparison on the most ex- 
pensive rate on the most expensive 
station in each spot market. 

The station rep pointed out that 
an advertiser can decrease this cost 
even further by using lower-cost time 
periods between 7-11 p.m. or less 
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expensive stations at virtually no 
change in coverage potential. In this 
manner he can cut his per-telecast 
time charges for 60 spot markets to 
$29,000 for a savings over the net- 
work of $30,100 on a one-time basis, 
or $784,000 for 26 telecasts. 

Costs, of course, are not the entire 
story. The CBS Films’ study readily 
concedes advantages to syndication’s 
major television competition, net- 
work and spot announcements. An 
advertiser with real national distribu- 
tion and with a budget running into 
the millions should use network tv, 
says that study. The flexibility of 
spot announcements, their low cost 
and their saturation potential also 
constitute a good buy for certain 
kinds of advertisers. But both tv 
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New segments o 


media, says the study, have their dis- 
advantages. 

Network: an advertiser, regardless 
of marketing problems or size of 
budget, must buy the basic stations 
in the network lineup; he must buy 
the network affiliate in each market 
regardless of that station’s standing 
in the market; he must have a budget 
of at least $2 million; he cannot take 
advantage of differences in local 
viewing habits (regional differences 
as well as differences between metro- 
politan cities and medium-sized 
factory cities). 

Announcements: no program 
identification; no contro! of the 
climate surrounding the sales mes- 
sage; no effective merchandising, 
promotion and publicity. 


f Jeff's Collie 


He 


Ding Dong School 


ITC’s Four Just Men features four top names 


+} 


The advantages of network (pres- 
tige, program identification) and the 
advantages of announcements (flexi- 
bility, low cost) are combined in 
syndication, says CBS Films. A 
capsule definition is offered: “Syndi- 
cation is the use of television pro- 
grams in the markets, on the stations 
and in the time periods of the ad- 
vertiser’s own choosing supported by 
intensive merchandising and promo- 
tion.” 

This analysis also makes the fol- 
lowing points: all viewing is local 
(most viewers fail to appreciate the 
difference between a network show 
and a syndicated show) ; syndicated 
programs deliver big audiences; net- 
work ratings vary from region to 
region; commercials can be localized 
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in syndication to take advantage of 
local conditions (weather, geographic 
buying habits); program commer- 
cials are more effective than spot 
announcements; syndication can be 
used by advertisers in many ways 
(open new distribution areas, intro- 
duce new products, bolster weak 
markets, test new copy); syndicated 
costs are less than network; stations 
earn more from a syndicated pro- 
gram than they do from a network 
program, and because of this, mer- 
chandising support on a local level 
is usually intensive and wholehearted. 

Merchandising-promotion may 


easily be syndication’s big plus in its 
struggle for more advertising dollars. 
Such support is carried out where 
sales are made, extending the spon- 


More stanzas of Rescue 8 


sor’s original investment to almost 
total identification with a program 
through in-store displays, billboards, 
on-the-air promotion, guest appear- 
ances and newspaper advertising and 
publicity. Probably no other adver- 
tising investment pays off in quite 
so intensive a way. 

The big problem, time availabili- 
ties, is yet to be resolved. Ely A. 
Landau, chairman of the board of 
NTA, filed an unusual brief with the 
Federal Communications System 
which is designed to loosen up net- 
work option time. Mr. Landau 
stressed that option time was neces- 
sary and essential to major pro- 
gramming, but he asserted that 
“program sources, other than the net- 
works themselves, do not, in actual 





practice, have access to prime time.” 
To remedy this the NTA executive 
suggested that option time be con- 
tinued at the present level of three 
hours per broadcast day segment and 
that no station be permitted to option 
more than two and one half hours 
of each segment to any one program 
source. Also, that no station be per- 
mitted to option time to any one pro- 
gram source in such an amount so 
that the total of time optioned to 
that same source in the same market 
would exceed two and one half hours. 
The proposal, which would cer- 
tainly open up some more prime time 
to distributors, is under considera- 
tion. In the meantime syndicators 
will have to live with early evening 
(Continued on page 86) 
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Personality 
with punch 


Mogul, Lewin, Williams 
& Saylor “‘difference’’ has 
helped boost tv billings 


over $6 million 


I the large majority of agency 
“profiles” published for the bene- 
fit of the advertising profession, 
three points are generally made: 
(1) the agency has an “open door” 
policy, meaning anyone with a hot 
idea can walk unannounced into any- 
one else’s office to discuss it; (2) the 
agency has never lost a client, and 
(3) the agency has produced sev- 
eral award-winning tv commercials. 

When you talk to the “top brass” 
—and the Revlon men’s product of 
that name is one of the agency’s 
Lewin, Wil- 


liams & Saylor, Inc., you quickly dis- 


accounts—at Mogul, 
cover matters are different here 
and thoroughly honest. 

“As a matter of fact,” says presi- 
dent Emil Mogul, “we have lost 
two clients. One fired us; the other 
we resigned in one of those situa- 
tions where we were asked to serve 
as a ‘rubber stamp’ and refused. 
However, in nearly 20 years, there 
are just those two instances. and we 
still have two of the three original 
clients we started with in 1940.” 

“And on that ‘open door’ ar- 
rangement,” notes Richard Lockman, 
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senior vice president and general 
manager, “we're usually much too 
busy to have people barging into 
our offices who know nothing about 
the problem we're working on. Of 
course we work together, but even 
the most seemingly casual operation 
needs some sort of system for good 


results.” 


“As for awards,” adds Myron A. 
Mahler, creative director for air me- 
dia and also a senior vice president, 
“we haven't made an attempt to win 
any for our work. The only awards 
we're interested in—and the ones we 
have achieved—are increased sales 


for our clients.” 


So, although it lacks three prime 
ingredients for the usual published 
piece, Mogul, Lewin, Williams & 
Saylor has a much more important 
attribute: a continuous record of 
growth until its billings this year will 
be near the $20 million mark with 
over $6 million spent in tv. 

“Last year we billed just over $3 
million in network television and 
about $2.5 million in spot.” explains 
Mr. Mogul. “This represented about 


President Mogul, v.p. Lockman study Revlon script 


half of our total billing figure of 
over $11 million. While we look for 
a 15-20 per cent increase this year 
in broadcast billing, its percentage 
of our total billing will decrease. 
This is due to the fact that we added 
nearly $7 million when Lewin, Wil- 
liams & Saylor merged with the Emil 
Mogul Co. The LW&S accounts were 
previously not in tv to any degree.” 

The president noted, however, that 
the agency now has plans to bring 
Wamsutta Mills, Courtaulds (Ala- 
bama), Inc., Regina polishers and 
other clients added through the 
merger into video shortly. 

“That was one of the aims of the 
merger,” he explained. “The Lewin 
agency had little air experience. We 
had a strong background in package 
goods and other broadcast-sold items. 
By combining, we added a number 
of soft-goods accounts and some 60 
people with diverse creative talents. 

“The result was a lowered over- 
head, and the creation of an agency 
of diversified experience and talents. 
Where before we had a ‘hard sell 
reputation, we now work in all fields.” 

The necessity to correlate adver- 
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tising of various kinds and for dif- 
ferent media was commented upon 
by Bill Jacoby, senior vice president 
and director of art. In television,” he 
said, “we may take a campaign idea 
from something done for print. Or 
we might move a tv campaign into 
print. 

“For instance, we have a new 
spot campaign starting this fall for 
the Howard chain of men’s clothing 
stores. An underlying aim of the 
whole campaign is to build new 
prestige for the stores. Therefore. 
we prepared a series of print ads 
done in a semi-sophisticated style 
and showing no merchandise. It 


was then decided that the same kind 


of ads could be done in a limited- 


animation technique and used on 
television.” 

Because he believes in a close link 
between all aspects of a client’s ad- 
vertising program, Mr. Jacoby feels 
an art director should work in both 
print and video. “There is no need 
for specialists,” he says. “Say you're 
working on a package for Esquire 
shoe polish (and we do everything 
for our clients from postage stamps 
to billboards). The art director who 
knows all fields will remember that 
the package must be designed to get 
attention on the store shelf, to look 
good in newspapers and to be readily 
recognizable on tv.” 


As strongly as Bill Jacoby feels 
about the need for an all-around man 
in the art department, vice president 
and tv-radio director Leslie Duniet 
believes there must be specialists in 
the media department. 

“The broadcast field is simply too 
complicated and requires too much 
attention for one persen to handle 
“Once 


a budget is placed into television, 


it and print as well,” he says. 


we feel the client is best served by 
a buyer who thoroughly knows the 
tv markets.” 


With a dozen accounts continually 


active in tv, the agency’s three time- 


buyers and assistants are kept busy. 
They sit in on initial media plan- 


Myron Mahler unveils new jingle jor producer Harrison (2nd I.), other execs. 





























ning sessions and, according to 
Mr. Dunier, have virtual carte 


blanche to spend the client’s money 
once the budget is approved. “Our 
buyers have all come up within the 
agency,” he notes, “and have the re- 
spect of our clients. They do not 
have to submit availabilities for ap- 
proval or get an account’s okay on 
changes or improvements in existing 
schedules. Naturally, a lot of time 
is saved this way. Good availabili- 
ties are taken before someone else 
gets them.” 

One of the primary elements in 
the MLW&S media department is 
the “performance diary” kept for all 
spot advertisers. On all regularly 
placed schedules, a separate chart is 


kept for each spot from month to 
month, noting such things as ratings, 
adjacencies, 
homes reached, opposition program- 


audience composition, 
ming and other pertinent data obtain- 
able. 

“When we notice that the quanti- 
tative aspects of a spot have dimin- 
ished by 20 per cent or more in a 
month, we check the product’s sales 
in the market. If they are all right, 
we investigate to find why the spot 
dropped in effectiveness: perhaps a 
special program appeared opposite 
it or some other cause lowered view- 
ing. If sales have dropped, however, 
we begin making efforts to improve 
the schedule. As you can see, the 
buyer’s work just begins when he 


Bill Jacoby poses home economist Nancyann Graham for storyboard photo 


sets the initial schedule.” 

To provide a check on sales as 
well as advertising media, the agency 
makes use of the numerous retail 
outlets and distributors of its various 
Mr. Dunier noted that an 
account such as Rayco, which makes 
automotive seat covers and other ac- 
has over 100 stores 
throughout the country. In each of 
these, a customer making a purchase 


clients. 


cessories, 


fills out a simple questionnaire card 
to obtain an equipment guarantee. 
Through the cards, it is possible to 
determine video’s effectiveness and 
speed in sending customers Rayco- 
ward. 

“Our basic complaint against any 
of the commercial survey and rating 
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services,” said Mr. Dunier, “is that 
the sample size is too small. We have 
a client who gets 50,000 responses in 
New York alone which provide con- 
siderable data. We conduct our 
own interviews of up to 15,000 peo- 
ple regularly. Therefore, we have 
sound ideas of what a certain station 
can produce; and some stations have 
even asked us for data to check their 
own efficiency.” 

Participating in the gathering of 
station data for the media department 
are the accounts themselves which 
have educated their dealers across 
the country to report any malprac- 
tices such as triple spotting, improp- 
erly-run commercials, etc. In addi- 
tion, the agency buyers and top video 
executives make frequent field trips, 
covering all major markets within a 
year. Outside monitoring services 
are also hired, particularly when 
live commercials are aired. 

“Triple spotting continues to be 
a problem,” said Mr. Dunier, “as 
does the finding of minute availa- 
bilities. Years ago we discovered 
the value of minutes in peripheral 
time and bought as much C time 
then as we do now. Now, however, 
the blue-chip advertisers such as 
P&G have found the merit in such 
spots and have tightened up the 
situation.” 

The horizon toward which tele- 
vision is moving, believes Mr. Dun- 
ier, is the “magazine” concept in 
which advertisers will not buy spe- 
cific programs but will have their 
commercials rotated through differ- 
ent time periods. He points to such 
things as multiple-sponsorship of 
programs, purchases of one-shot spe- 
cials and various “rotating” spot 
plans as steps in this direction. He 
also feels research should be con- 
ducted which might indicate any loss 
of effectiveness in triple-spotted com- 
mercials so that agencies would have 
definite ammunition to halt the prac- 
tice. 

One of the industry’s most out- 
spoken opponents of triple-spot- 
ting—as well as of rising costs and 


Les Dunier, timebuyer Ed Tashjian confirm spot schedule 


inferior programming—is Emil Mo- 
gul himself. 

A long-time veteran in the broad- 
cast field, Mr. Mogul has the back- 
ground to validate any criticism he 
might offer. Born in 1900, he be- 
came a salesman for a _ clothing 
manufacturer at 20 and spent a 
decade in the business, receiving his 
first advertising experience by pre- 
paring trade ads and direct-mail pro- 
motions. In 1932, with the business 
closed by the depression, he be- 
came a time salesman for a New 
Jersey radio Two years 
later he participated in setting up 
a small ad agency to specialize in 
radio. He later joined Alvin Austin 
and Raymond Spector in operating 
Austin Spector Co., where he stayed 
until he left to start his own agency 
in 1940. 

With a number of clients in radio, 
Mr. Mogul first moved into video 
in 1945 when Adler shoes and other 
accounts participated in some ex- 
perimental telecasts. In 1947, the 
agency placed some commercial tv 
business for Barney’s men’s clothing 
store and National Shoe Stores. A 
stop-motion film commercial pro- 
duced then for Barney’s is believed 


station. 


by the agency to be the first musical 
The National account has 
continued to be one of the agency’s 


tv spot. 


important clients in the video 
medium. 
The agency president attacked 


television on several counts two years 
ago. He complained about the over- 
loading of air time with commercials, 
exorbitant rate increases and the fail- 
ure of stations to deliver contracted 
schedules. What does he think of 
the situation today? 

“If anything,” he says, “the prob- 
lem of overspotting has grown worse. 
While some stations and markets 
have shown a slight improvement, 
others have continued to aggravate 
the situation. 

“Possibly the rate of cost increases 
has slowed somewhat, but there is 
no doubt that tv expenses through- 
out the medium are extremely high. 
Talent costs are still going up, and 
the scarcity of top writers and direc- 
tors makes their demands impossible 
for small or even medium-budget 
advertisers. Why, after eight years 
as a network advertiser, Esquire shoe 
polish moved into spot because we 
felt it could get more for its money. 

(Continued on page 75) 
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ie: ision’s ability to shift its cir- 
culation to match the movement 
of its audience is far greater than 
that of newspapers, according to a 
new analysis of each medium. 

The study, prepared jointly by 
Hadlock, 


of James 


tv-radio 


Channing M. 
director Chirurg, Inc., 
and Arnold Feldman, assistant re- 
search director at Mogul, Lewin, Wil- 
liams & Saylor, Inc., demonstrates that 
video has successfully followed the 
move of city residents to the suburbs. 
Newspapers, on the other hand, have 
not changed their circulation pat- 
terns with the shift of population and 
consequently have declined in total 


Channing M. Hadlock 


Tv moves to the country 


audience. 

Explaining that the analysis does 
not attempt media comparisons or 
evaluations, which are often flawed 
by the fundamental differences be- 
tween television and newspapers 
themselves, and by the reactions of 
consumers to each medium, Mr. Had- 
lock points out that the study deais 
only with change. It investigates 
population change, newspaper-circu- 
lation change and television-circula- 
tion. change. No consideration is 
given—nor was intended to be given 
—to such elements as cost efficiency, 
frequency, continuity, ete. 

In discussing national population 
trends, it is noted that the concentra- 
tion of population in urban areas 
proceeded rapidly for 100 years after 
1840. Between that date and 1930, 
the proportion of total population 
living in urban areas rose from 1] 
per cent to 56 per cent. The trend 
was halted by the depression and the 
war, with the major population shift 
in recent years being toward the sub- 
urban parts of metropolitan areas. 

Nearly one million families a year 
are added to the majority (estimated 
at 60 per cent) who own their own 
homes. Between 1950 and 1955, the 
increase of population in the suburbs 
was four times the increase in the 
major cities. 


Sight and sound medium 


migrates to suburbs more easily 


than newspapers 


Five Boroughs 
Suburbs 


Total 


Coupled with the recent shift in 
population has been a boom in the 
birth rate. In the eight years since 
the 1950 census, an additional 24 
million births have taken place. Even 
attempts to forecast future popula 
tion figures have failed: in 1955 the 
highest estimate of expected popula- 
1960-1975 was 173.6 
million; by mid-1958 this projected 
figure had been exceeded by 400,000 
people. 


tion between 


As other studies have pointed out, 
the ever-growing population and the 
move to the suburbs have created a 
lucrative market. Suburban house- 
holds surrounding major areas spend 
30 per cent more for goods and serv- 
ices than the national average. These 
areas, accounting for 15 per cent of 
the country’s households, account for 
over 19 per cent of all dollar ex- 
penditures. 

The trend toward the faster sub- 
urban-market increase will continue, 
says Mr. Hadlock. About 14 million 
persons will be involved in moves to 
big-city suburbs, while 5.5 million 
will move into big cities and 9.5 mil- 
lion will shift to rural and small 
towns in the 1956-1965 period. 

Citing specific examples, the analy- 
sis notes that in the six-year period, 
1952-1958, the family population of 


the New York metropolitan area in- 
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estimated change 
1975 1930-1975 
570,000 -111,000 
4,435,000 -—123,000 


3,805,000 +-1,597,000 
6,203,000 +-3,417,000 
4,150,000 +-2,819,000 


Area 1930 1950 1955-56 
Central Business 681,000 636,000 612,000 
Inner Urban 4,448,000 4,707,000 4,562,000 
Outer Urban 2,208,000 3,003,000 3,326,000 
Suburban 2,848,000 3,757,000 4,450,000 
Exurban 1,331,000 1,842,000 2,290,000 
Totals 11,626,000 13,945,000 15,240,000 1 


creased by 11.8 per cent. However, 
the basic five-borough “core” of the 
city had a total net change of only 
0.5 per cent. It was the outlying 
suburban which increased 
greatly—some 28.9 per cent over-all. 

Actual population figures and pro- 
jections, broken into generalized area 
categories (see figure 1), indicate 
that four million people will flood 
into the New York metropolitan area 
within the next 15 years. It will not 
be a consistent flow, with the inner 


areas 


city (the “core” boroughs) losing 
population, the “quasi-suburbs” 
gaining somewhat and the suburban 


Seven Papers—T otal 


Leading Paper 


areas showing the greatest growth. 

In order to determine the degree 
of ability within each medium to 
compensate for population changes 
such as those outlined above, a study 
was made of the circulation of news- 
papers and television over a six-year 
period. 

A base period for each medium 
was selected—September 1951 for 
newspapers and _ February-March 
1952 for tv. These bases were selected 
because of data availability and the 
fact that by 1952 tv had achieved a 
degree of growth stability. For news- 
paper circulation, the figure given by 


Seven Tv Stations 


15,240,000 19,225,000 +7,599,000 


the number of copies distributed for 
an average issue was used. News- 
paper circulation by New York 
boroughs was derived from the an- 
nual audit of circulation and family 
coverage developed by the New York 
Daily News. 

Video circulation used was the esti- 
mated number of homes reached on 
an average day within a typical week 
as reported by the Nielsen Coverage 
Service. Nighttime circulation was 
used for the study, as it was thought 
daytime figures might be considered 
prejudicial to newspapers, due to 

(Continued on page 80) 


ie&spaper, Tv Circulation: New York Metropolitan Area 1951-52 vs. 1957-58 


Leading Tv Station 


).5%B02,524 ( -15.1%) -256,449 ( -16.5%) 1,110,910 (+20.2%) 435,910(+32.9%) 


D.1%P5,453 (+16.4%) 


49,659 (+10.0%) 1,327,280 (+35.3%) 441,940(+46.7%) 








1.99997,071 ( -7.6%) —206,790 ( -10.1%) 2,438,190 (+26.3%) 877,850(+38.6%) 
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Jacob Ruppert sales 
turn corner after 
company boosts 


spot tv budget 
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N“ York City’s Third Avenue is 
possibly the most rapidly 
changing street in a city where build- 
ings seem to disappear and appear 
almost overnight. The block between 
92nd and 93rd Streets, however, is 
not likely to succumb to the wrecking 
crew for a long time to come, for it 
has been the home of the Jacob Rup- 
pert brewery since 1867. 

Behind the building’s well- 
weathered facade, modern equipment 
produces approximately one and one- 
half million barrels of beer and ale 
per year, making Ruppert the largest 
industrial enterprise in the city of 
New York. Knickerbocker 
by far the best-selling product, ranks 


beer, 


fourth in sales in New York among 
the 75 brands on the market; it has 
been the number-one beer in New 
England for the last eight years. 

In spite of these impressive rec- 
ords, Ruppert has been in difficulty 
for the past few years. Dividends on 
common stock have not been paid; 
sales have fallen. Net profit in 1957 
was $69,070. In 1958 Ruppert re- 
ported a loss of $543,676. 

In an effort to resolve the problem, 
Ruppert has strengthened and stream- 
lined its operation, increased its ad- 
vertising appropriation in the New 
York area, and embarked on a new 
advertising campaign. Company 
feeling now seems to be that the 
corner has been turned. Sales are 
rizing, and, according to Kenneth 
P. Steinreich, president, the new ad 
campaign, which depends heavily on 
spot television, has had a lot to do 
with it. 

Thirty years ago, when reporters 
and photographers crowded _ the 


president’s paneled office in the 
brewery to watch Babe Ruth sign 
an $85,000 with the 


Yankees, sales promotion and adver- 


contract 


tising of the company’s product were 
vested in the figure of Col. Jacob 
Ruppert, son of the founder, owner 
of the Yankees, builder of Yankee 
Stadium. During the colonel’s reign 
as president, Ruppert’s name was 
tied heavily: to sports in New York, 
and the colonel’s prestige and show- 


manship provided constant publici 
for his company. 

After the colonel’s death in 193 
and the sale of the Yankees, Rupper 


investigated more conventional prow 


motional techniques. Gradually, more 
and more emphasis was put on the 
Knickerbocker for the beer 


products, but last year a new ale called) 


name 


Jacob Ruppert ale was put on thé 
market for the first time. 

Although the 92nd Street brewery 
is Ruppert’s only production facility, 
less than half of sales are made in 
the New York area. Distribution in 
New York is, of course, greatly 
simplified by the central location of 
the brewery in Manhattan. New 
England sales, which account for 
about 60 per cent of the total, are 
centered around Boston. 

At present, Ruppert’s ad budget, 
which is just over $2 million, is 
split about 50-50 between New York 
and New England. Approximately 
65 per cent of all ad expenditures are 
made in television. The television 
money goes into spot, and the amount 
spent in New York in the first half 
of 1959 was 45 per cent over the 
1958 


period, 


expenditures for the same 

Ruppert was one of the first users 
of tv in New York, having entered 
the medium as one of the original 
bankrollers of Jerry Lester’s Broad- 
way Open House. Knickerbocker also 
picked up the tab for Steve Allen’s 
Tonight while that show was still on 
a local basis. When Allen went on 
the NBC-TV network, Ruppert took 
on sponsorship of the New York 
Giants’ games in an effort to regain 
the sports identification it had pos 
sessed when the Colonel and_ the 
Yankees were synonymous. 

Then the Giants moved to San Fran- 
cisco after the summer of 1957 and 
created something of a void in Rup 
At this 
point Ruppert’s new agency, Comp 
ton Advertising, Inc., started talking 
spot, and the brewery jumped in to 
the tune of $1,137,160 in 1958, gain- 
ing the rank of 95th largest user of 


pert’s advertising program. 


spot tv for the year. 
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The theme for the 1958 campaign 


was built around one-minute musical 
“spectaculars” which showed groups 
of bubbling young people being en- 
joined to “Sing Out For Knick” by 
singer Jordan Bentley 

Knick Knickerbocker. 


The purpose of the campaign was to 


Broadway 


dressed as 


break down an image of Knicker- 
bocker as a beer for older people, to 
give it a fresh and youthful appeal. 
Maurice Atkinson, Ruppert advertis- 
ing manager, feels that this was ac- 
complished. 

In late 1958 Ruppert tested the 
campaign and came up with a star- 
tling and surprising bit of knowledge. 
Actually, two surveys were run, one 
by Compton and one by the Ruppert 
market research staff. The first survey 
was made to determine why people 
think a particular beer is good. The 
conclusions reached were (1) because 
they see it around a lot, and (2) be- 
cause they see it advertised. 

It was decided to test the second 
finding further to see if a conclusion 
could be reached as to the effective- 
ness of advertising slogans. The re- 
spondents were asked to try to iden- 
tify the slogans of beers on sale in 
their market. To the astonishment of 


all, it was discovered that the slogan 
which ranked first in identification 
in New England and second in New 
old Knickerbocker 
phrase which had not been in use 
1954—“Knock, 


York was an 


since 


Knock for 


Ruppert’s 1959 campaign returns to “Knock for Knick” 


Knickerbocker.” 


made to base an entirely new 1959 


The decision was 


campaign on this slogan. 

The campaign was kicked off on 
Jan. 1, 1959, using ID’s and a few 
For the 
first six months live-action spots were 


20’s in place of minutes. 


used, featuring a hand shown knock- 
ing on the surface of a table, bar or 
Knicker- 
bocker. The films were done through 
Compton by MPO. On June 1 a 


change was made to animated spots 


counter and asking for 


featuring a new cartoon figure of the 
familiar Father Knickerbocker, done 
by Tv Graphics. 

By changing from minutes to 
shorter spots and by increasing the 
tv budget 45 per cent, total exposures 
on television in New York in the first 
two quarters of this year were upped 


400 per cent to a weight of about 156 
exposures per week. No increase in 
expenditure was made in New Eng- 
land, but the exposures were increased 
by the same process of switching pri- 
marily to ID’s. 

Television expenditures were cut 
in New York for the summer and 
some of the money put into radio. 
However, present plans call for a re- 
turn to heavy tv spot exposures in the 
fourth quarter. 

All Ruppert buys are in prime time 
to reach the largest possible male 
audience, and buying is done on the 
basis of ratings of the adjacent 
shows. Contracts are made for mini- 
mum periods and three shifts have 
been made since Jan. 1, all dictated 
by rating changes. The use of ani- 


(Continued on page 87) 
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“Believe me, John Q ....” 


Sincerity, personal appeal add greatly to effectiveness of television commercials 



















BY LESTER L. WOLFF 


Lester L. Wolff is president of Co- 
ordinated Marketing Agency, Inc., 
executive director of the New York 
Conference of Retail Grocers, direc- 
tor of Associated Food Stores, mar- 
keting consultant to 16 food and drug 
concerns, and consultant to the New 
York State Pharmaceutical Associa- 
tion and the Foods Merchants Asso- 
ciation. He has also produced a 
number of programs on New York 
television stations WCBS-TV, WABC- 
TV, WOR-TV, WPIX and WNTA-TV. 


think it may be just about time 

for agency tv men to take a look 
at themselves before looking at their 
commercials . . . maybe the answer to 
the “bland sameness” current in all 
commercials lies there. Something— 
that action ingredient—is decidedly 
missing wherever it may originate. 

With the changing tempo of tv pro- 
gramming and skyrocketing costs, the 
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burden of the commercial grows 
heavier and heavier. 
more spectacular shows, are running 


Longer shows, 


time costs and talent to an all-time 
zenith. It’s to the point 
where the commercial must make tv 


gotten 


pay off in spades in comparison with 
budget expenditures in other media 
fields. What’s the good of holding 
millions of viewers with fine enter- 
tainment and then hitting them with a 
commercial that seems doubly poor 
in comparison to the very program 
on which it rides? 

With this fantastic burden of re- 
sponsibility to advertisers, we'd bet- 
ter take a long hard look at ourselves 
and the commercials we create—dis- 
sect them and really find out why, 
how and if they sell as much as we 
sell them to ourselves! Many times 
you can tell the kids by looking at 
the parents. So it is with the tv 
commercial, born out of theatre and 
public address—and wrongly so. For 
the theatre arts and public oratory 
can appeal to mass assembly and then 
to the individual; sort of deductive 
to inductive. 

But the tv commercial won’t sell 
a dime’s worth of anything unless 
the sell is selling a person instead 
of a group. A speaker or actor must 
talk to the mass, for he depends on 
the aesthetic distance not to break 
the mood or the empathy he is trying 
to create. The commercial is sunk 
unless individual contact is estab- 
lished. This may sound ironic, but 
it is true, and researchers are finding 
it out to a greater degree each month. 

Since personal selling is the prime 
factor in tv commercials—or should 
be—maybe they should have been 
sired by the house-to-house salesman 
instead of the natural heredity of the 


communication arts. The key to 
this is that advertisers have long been 
in search of the method of bringing 
product or institution into the cus- 
tomer’s home in the same manner 
used by a salesman in making his 
personal calls. Then the electronic 
miracle of tv crossed the horizon, 
and a dream seemed to have been 
realized. 

However, instead of delivering a 
personal in-the-home demonstration, 
the commercial got bogged down in 
adopting all the tricks and strategems 
of the stage and screen for “effect 
sake,” and the personal-salesman 
touch became a_has-been-never-was. 
Even though we have before us the 
effective personal selling of the God- 
freys, Garroways and Allens, there 
still persists, to an alarming extent, 
which lecture, rave, 
orate and just plain talk and bore 
the viewer to death. Instead of 
selling, they go to the other pole and 
antagonize, with the result that they 
bury the product they have come to 
praise. 


commercials 


It is true that commercials have 
made big strides in unusual and crea- 
tive ways of selling a product, but 
when we think of the high cost for 
prime tv time that advertisers must 
absorb, the effort is akin to meeting a 
one-million-dollar loan by investing a 
few pennies every fifth week! 

Right about here, readers may 
start wondering whether the parallel 
to the salesman isn’t an erroneous 
one, since the customer (tv viewer) 
can’t ask questions of the salesman 
during the demonstration. This 
naturally is the difference, but a 
blessing rather than a mark of Cain, 
for there is no room for bad selling. 


(Continued on page 78) 
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Film Report 





TIME TROUBLES 


There are fewer prime time avail- 
abilities for local programming this 
fall than there were at the start of last 
season, but syndication is expected to 
chalk up its biggest year yet, with 
some $44 million worth of new pro- 
gramming available to stations and 
regional clients. (See story, “Action 
Ahead,” page 31.) 

The contradiction is not easily re- 
solved. Choice time periods in the 7- 
11 p.m. segment are few and far be- 
tween since the networks, between 
them, have scheduled seven additional 
hours of programming a week over 


last season. ABC-TV has filled in the 


10:30-11 p.m. slot six nights of the 
week for an increase of three hours a 
week. CBS-TV has recaptured two full 
hours a week of prime time and NBC- 
TV will program two more hours a 
week of choice time than it did last 
year. 

How syndication can have a good 
year with the availability situation 
what it is is a question that intrigues 
many observers. Three factors, men- 
tioned in a poll of some of the top sta- 
tion reps, indicate that there is no con- 
tradiction and the year in truth will 
be a good one. 

In the first place, it appears as 
though the availability situation is not 





See SRAM 6 cc kw hch ws eawe 


t appears as though Amos ’n’ Andy, 
I started on radio more than 30 
years ago, will last even longer on 
television. The program has been on 
tv for eight years, six of them in syndi- 
cation, and judging from the com- 
ments of one of its more recent spon- 
sors it is as fresh as ever. 

Harris Super Markets of Charlotte, 
N. C., has been bankrolling the CBS 
Films property over WBTV in that mar- 
ket since March of 1958 and attributes 
increased sales to the investment. The 
series, currently running on the sta- 
tion on Thursdays from 7:30-8 p.m., 
is also a public relations aid for the 
grocery chain. 


According to Charles A. Kincaid, 
president of Kincaid Advertising, 
agency for Harris Super Markets, the 
sponsor has “received complete and 
enthusiastic comments from all of its 
customers, and the antics of Amos ’n’ 
Andy provide a friendly exchange of 
banter between store employees and 
customers. Needless to say, such won- 
derful built-in public relations have 
proven highly productive in increased 
sales for Harris Super Markets. Ef- 
fective commercial integration of 
WsTv’s live personalities has added 
the ‘topping’.” 

Sponsors of the comedy, which is 
currently telecast in 68 markets, are a 


> sale wane Harris Super Markets 





Scene from Amos ’n’ Andy 


varied lot. They range from automo- 
bile dealers to baking companies to 
insurance firms. Ratings, which fre- 
quently hold up the fifth and sixth 
time around, are almost always good. 
In Birmingham, Ala., where the pro- 
gram is stripped, it was the top rated 
show in its time slot with a 14.5, ac- 
cording to the June Nielsen. In Port- 
land, Ore., it also led in its time pe- 
riod with a 7.4, according to the June 
Nielsen. 


Alvin Childress, Tim Moore and 
Spencer Williams star in the roles of 
Amos, Kingfish and Andy. The pro- 
gram first was telecast in 1951 over 
CBS-TV and was carried into 1952. 
In 1953 its 52 episodes were placed 
into syndication by CBS Films and 
later, due to station demand, 26 addi- 
tional segments were filmed. 


as desperate as it seems. Stations won't 
necessarily clear network programs in 
station option time. Secondly, fewer 
syndicated programs will be scheduled 
as spot carriers, or, to put it more af- 
firmatively, more programs will be 
fully sponsored. 

Finally, more stations have gone on 
the air in the past year or so, revolu- 
tionizing programming habits in many 
important two- and three-station mar- 
kets. 

On this last point, Frank Pellegrin, 
executive vice president and partner 
of H-R Television, notes several reper- 
cussions that may have escaped atten- 
tion. “In the past year or two many 
more stations in many major markets 
have opened up—Boston, St. Louis, 
Pittsburgh, San Francisco, Miami, 
New Orleans—probably half the ma- 
jor markets have experienced this. Its 
effect has been tremendous, resulting 
in 100 hours more a week of new pro- 
gramming in each area. 

“In Boston, for instance, the two 
stations used to split ABC-TV, and 
there simply wasn’t any local time 
available. Now there is. Because these 
tight markets have been opened the 
pressures from a network advertiser 
are not as hot—he doesn’t have to fight 
for that last clearance in that last 
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market, and if there is less pressure 
for a certain roster of stations, then an 
outlet in one market can more easily 
drop a network show. Again, there is 
no ‘must-buy’ anymore, and an adver- 
tiser isn’t forced to buy Sacramento, 
for example, if he has no distribution 
there.” 

Spokesmen for other reps empha- 
sized that the availability situation is 
reasonably good. Consensus of opin- 
ion is that most strong network affili- 
ates will not clear what they don’t 
have to clear in prime time as long as 
they can sell programs on a spot basis. 


PERSONNEL ... 

United Artists Television has initi- 
ated a major expansion of its syndi- 
cated sales staff. Wade Crosby has 
been appointed syndication sales man- 
ager, reporting to Kurt Blumberg, 
manager of syndication operations. At 
the same time, nine additional account 
executives joined UA-TV’s sales staff 
in an all-out drive on Tales of the 
Vikings. 

The new account executives are: 
John J. Howley and Frank E. Lebeau, 
southwest division; Ted Swift and 
Casper Chouinard, central division; 
Charles A. Dunbar and Alan B. John- 
stone, western division; John Weid- 
mer, New York City, and George R. 
Swearingen Jr. and Art Moger, east- 
ern division. 

Screen Gems has named Lloyd 
Burns to the post of vice president in 


MR. BURNS 


charge of international operations, re- 
placing William Fineshriber, who has 
resigned. Mr. Burns has been vice 
president and general manager of 
Screen Gems (Canada) Ltd., Toronto, 
since that affiliate was set up in 1955. 
He was also general manager of Tele- 


pix Movies, Ltd. Mr. Fineshriber is 
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expected to announce his future plans 
shortly. 

Bernard L. Schubert, Inc. continues 
its international expansion program. 
The distributor has opened five new 
offices overseas, bringing to eight the 
number of branches in operation 
abroad under the direction of Sam 
Gang, director of international sales. 
The new offices are located in Paris, 
Tokyo, Sydney, Mexico City and 
Buenos Aires. Additional branches 
will be opened in the next few months, 
according to Mr. Gang. 

ABC Films is also expanding in the 
international area. Herbert Richman, 
formerly international and domestic 
traffic manager for Screen Gems, has 
joined ABC Films as international 
booker. In his new post, Mr. Richman 
will handle all film operations for the 
company’s foreign department. . . . 
Otto Ebert has been appointed an ac- 
count executive in the midwest divi- 
sion of United Artists Associated. He 
reports to John McCormick, division 
sales manager headquartered in Chi- 
cago. .. . Joseph A. Brandt, financial 
consultant specializing in investment 
services for tv films, has opened new 
offices in New York City. Mr. Brandt 
was formerly controller for National 
Telefilm Associates and vice president 
in charge of finance for Gruen Indus- 
tries, Inc. 

Norman Louvau, director of station 
operations for Screen Gems, will take 
personal charge of the newly acquired 
Salt Lake City outlet, kTvT, moving 
to the Utah city in October as general 
manager. Previous to joining Screen 
Gems, Mr. Louvau was sales managér 
of KRON-TV San Francisco. 

Burt Nodella, ABC-TV program de- 
velopment director, is joining Screen 
Gems as assistant to Irving Briskin, 
vice-president in charge of produc- 
tion. Mr. Nodella will handle negoti- 
ations on properties and talent. 

Anthony Muto has been appointed 
research director for 20th Century 
Fox and its subsidiary, TCF-TV. He 
was previously Washington editor of 
Fox Movietone News. 

Don Blauhut, Tv-radio director for 
New York’s Parkson Adverting Agen- 
cy, has established temporary head- 
quarters on the West Coast in order 
to set up a branch office. 
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And yet it does! It happens t 
best of us, time and time agair 
lavish care and money on or 
footage to get them just right 
to have prints turn up that are 
off broadcast specifications. 
The answer is—give your la! 
tory time and money to do ths 
right! Then all your release p 
will be on the beam 100%. 


For further information writ 
Motion Picture Film Departm« 


EASTMAN KODAK COMP! 
Rochester 4,.N.Y. 


East Coast Division 
342 Madison Avenue 
New York 17, N.Y. 


Midwest Division 
130 East Randolph Drive 
Chicago 1, Ill. 


West Coast Division 
6706 Santa Monica Bivd 
Hollywood, Calif. 


or 


W. J. German, Inc. 
Agents for the sale and distribut 
Eastman Professional Motion Picture 
Fort Lee, N. J.; Chicago, Ill 

Hollywood, Calif. 
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Always shoot it on EASTMAN FILM... 
You'll be glad you did! 














ALL AMERICA WANTS SEROLANT BILKO! And now — for 
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nae drafted Sergeant Bilhe for 2 three year bite in 63 major 
U.S. martets. Te join up. wire or call on-the-dowbte - 

cas rums © 





| 
ENLIST NO 











...as we were saying, the two hottest 
film properties in all of first-run syndication are available from CBS Films. 
Recently, The Phil Silvers Show and Trackdown were offered for off-network 
sales. Since then, advertisers have flocked to syndication’s top new comedy 
show and top new Western...to the tune of more than 2 million dollars! 
Big, big markets such as New York, Chicago, Los Angeles, Detroit are signed 











TRACKDOWN 


= ’ 
5 


CBS FILMS © 


for one, or both. And so are Pittsburgh, Milwaukee, Washington, Minneapolis, 
Miami, Ft. Worth, Charleston and Salt Lake City... to mention but a few. 
Like we said, if you want to sign either of these smash hits for your sales 


area, better act fast. Because, in the words of Variety, “sales are piling up.” 


“... the best film programs for all stations.” Offices in New York, Chicago, Los Angeles, S S @® 
Detroit, Boston, San Francisco, St. Louis, Dallas, Atlanta. Canada: S. W. Caldwell, Ltd. CB FILM. 
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More than 40 exhibitors are expected to display millions of dollars worth the J 
. : of the latest advances in film and electronic equipment at the 86th semi- 
Produces Commercials = annual convention of the Society of Motion Picture and Television Engi- Spat 
for > neers to be held October 5-9 at the Statler Hilton Hotel in New York. to \ 
: A total of 47 display booths will highlight the theme of the convention— XEW 
BALLA NTI N E : “Motion Pictures and Television in the Space Age.” The latest in cameras, © M 
projection equipment magnetic/optical sound devices, studio and projec- | been 
BEER tion lighting, motion-picture processing and lab equipment, editing room They 
> equipment, instrumentation and high-speed photography, closed circuit tv tv ( 
: equipment, laboratory services, special effects and production techniques nati. 
William Esty Co., Inc. | : will be shown. run 
|: A number of companies have already contracted for exhibit space. These = Prov 


|= include Florman & Babb, S.0.S. Cinema Supply Corp., Karl Heitz, Houston tion: 
i Fearless, Macbeth Instrument Corp., Precision Labs, Vicom, Inc., JM De- = ston 
| velopments, Inc., Neumade Corp., Arriflex Corp. of America and Bell & have 


Howell Co. 


Produces Commercials | A week of meetings will be devoted to such topics as television—equip- 
for : ment and practices; television—recording, including video tape; televi- was 

? sion—scientific and military uses, and international television. Other dis- Ind 

cussions will center around sound recording and reproduction and space ne 


technology. 
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| a The People’s Choice and 26 Men. did 
| eee oC ne Gor 
Ted Bates & Co., Inc. _ se hens — has Other overseas: developments: Mo: 
purchas DS Fums frackdown in American telefilm will be seen for the hie 
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a number of markets. The sale repre- 


first time in Nigeria when Western 
| sents the first time that Schlitz has Nigeria Tv in Ibadan goes on the air : L 
purchased an off-the-network property in September. Fremantle Internation- _ 
for syndication. Previously, the com- al has sold the following shows to the ahi 


Produces Commercials | pany had invested in first run syndi- station: Hopalong Cassidy half hours ~_ 





cated programs. and one hours, Wonders of the Sea, — 
for ~ Bye will 
| The Schlitz spread encompasses the Fra 


following markets: Chicago, Milwau- 


| kee, Midland, Denver, Pensacola and : \ ( 
RCA | Kansas City. Additional markets may _ 








| be ordered. The following stations a 
WH | RLPOOL | have purchased Trackdown in the past by 
pep : ta on 
| week: KMsP-TV Minneapolis; WLW-1 F 
K | Indianapolis, and wres-tv Schenec- = 
enyon & Eckhardt, Inc. tady. . . . Sales of other CBS Films ee 
properties have been consummated in a 
For your next commercial | recent weeks. Such series as U. S. gs 
call — Border Patrol, Rendezvous, Colonel wal 
Flack and Navy Log have brought in ip 
over $1.5 million. 
alr 
ABC Films has sold over 545 half cid 
hours of programming in seven for- do 
eign countries in the past month. an 
_ Countries involved include the United me 
CA RAVEL F | LM S| Kingdom, Switzerland, Finland, Aus- un 
INCORPORATED tralia, Japan, Mexico and Puerto 
20 WEST END AVENUE Rico, and the properties sold include Th 
NEW YORK | Wyatt Earp, The Three Musketeers, ‘a 
Circle 7-6110 | The Adventures of Ozzie and Harriet, Bs 
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Animal Parade, Movie Museum, Jun- 
gle, Big Fights, ’m the Law, Bobo 
the Hobo and Crusade in the Pacific. 


_.. Fremantle de Mexico has sold a | 


Spanish-dubbed version of Trackdown 
to Mobiloil for a 52-week run over 
xew Mexico City. 

MCA TV’s Paramount features have 
been picked up by three more stations. 
They are: WPRO-TV Providence; WFRV- 
tv Green Bay, and wxkrc-Tv Cincin- 
nati. . . . Victory Program Sales, re- 
run division of California National 
Productions, reports that 12 more sta- 
tions, in markets as diverse as Win- 
ston-Salem, Seattle and Fort Wayne, 
have picked up Hopalong Cassidy. 


PROGRAMS ... 

Telefilm producers are hitting the 
road in all directions: Jack Wrather’s 
Independent Television Corp. is head- 
ing for Australia to produce Whip- 
lash, a series about the down-under 
gold rush; Ronrico Productions is 
shooting a Mexico City venture, Ban- 
dido, starring Sonny Tufts and Thomas 
Gomez, and Africa Corp. is moving to 
Mozambique for a jungle adventure- 
travel skein. 

Traveling in another direction is 
Security Pictures, which, in partner- 
ship with National Telefilm Associ- 
ates, is set to produce an underwater 
series starring Bill Williams. Filming 
will be mostly on location off San 
Francisco and Catalina Island. 

CBS Films has ordered two addi- 
tional half-hours of House on K 
Street, pilot of which was completed 
by producer Sam Gallu recently. Also 
on the sales shelf this fall will be a 
second Gallu production, The Man 
from Antibes, just completed. . . CBS- 
TV will keep the Brenner series for 
standby purposes if it does not get a 
fall slotting. The network has ordered 
production started on 13 new episodes. 

First two pilots for next season are 
already on the Desilu schedule. Homi- 
cide Squad, to be produced in semi- 
documentary fashion by Mort Briskin, 
and Young Man with a Badge, a Nor- 
man Retchin production about an 
undercover cop. 

Irving Pincus, creator-producer of 
The Real McCoys, will develop the 
best-selling novel, Minding Your Own 
Business, as a half hour comedy series 
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SELLING COMMERCIALS 





ABC-TV Network 





NATIONAL SCREEN SERVICE CORP., New York 


Best Foods © Guild, Bascom & Bonfigli 





RAY PATIN PRODUCTIONS, Hollywood 





Armour « N. W. Ayer 





GIFFORD ANIMATION, INC., New York 


Cadence Records, Inc. 
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7 x £7 
JAMES LOVE PRODUCTIONS, INC., New York 





Bank of America ¢ Johnson & Lewis Adv. 
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RAY PATIN PRODUCTIONS, Hollywood 


Carling Brewing Co. © H. Weiss & Co. 
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& 
UPA PICTURES, INC., Burbank 





Beech-Nut Baby Foods » Young & Rubicam 
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LARS CALONIUS PRODUCTIONS, INC., New York 





Cluett, Peabody & Co. © Lennen & Newell 





KLAEGER FILM PRODUCTIONS, New York 
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Advertising Directory 


of TV SERVICES 








BEKINS FILM SERVICES 
Distribution—Inspection—Grading & 
Cleaning—Repairing & Rejuvenation— 
Scratch Removal—Protective Coating— 
Editing—Commercial Insertions—Storage 
1025 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 9-818! 





K & W FILM SERVICE CORP. 

1657 Broadway, New York 19, N. Y. 
Circle 5-8080-1-2 
ey Norman Witlen 
CS Fee ae Ralph Koch 
OPTICALS ... TITLES ... SPECIAL 
EFFECTS ... SLIDE FILMS ... ANIMATION 
ANIMATION PHOTOGRAPHY 








BONDED T. ¥. FILM SERVICE, INC. 
630 Ninth Ave., New York 36, N. Y. 
JUdson 6-1030 
Chicago: 1301 S. Wabash, WA 2-1629 
L.A.: 8290 Santa Monica Blvd., OL 4-7575 
The nation's largest total film service 
for post-production needs 


SPEED @ SAFETY @ SATISFACTION 





VIDEART INC. 
343 Lexington Ave., New York, N. Y. 
LExington 2-7378-9 
Joe Zuckerman, Pres. 
Optical Effects—Titles 
Complete Animation Facilities 
Animation Consultants 

















MODERN TELESERVICE, INC. 
New York Chicago Los Angeles 
OX 7-2753 DE 7-376! WE 3-5674 
_Modern facilities 
Trained personnel 
_Individual attention 
. in servicing tv after-production needs. 


TALENT AGENCIES 











FILM EQUIPMENT 


FOSTER-FERGUSON 

(Jean & Babs) 
141 East 44th Street, New York 17, N. Y. 

YUkon 6-4330 
A complete service, specializing in creative 
talent for tv. May we screen, from our vast 
resources of actors, models, etc., the types 
to fit your specific need. 














CAMERA EQUIPMENT CO. 

315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
RENTALS — SALES — SERVICE 
Motion picture and television equipment 

- lighting equipment . . . generators 
. . . film editing equipment . . . processing 
equipment. 


LIGHTING 





CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 


For Motion Pictures and Television 


SALES @ SERVICE @ RENTALS 

















S. 0. S. CINEMA SUPPLY CORP. 

New York City: G02 West 52nd Street, PL 7-0440 
Hollywood, Calf.: 6331 Hollywood Bivd., HO 7-2124 
SALES @ RENTALS @ SERVICE 
The world's largest source for film pro- 
duction equipment: Producing, Lighting, 
Processing, Recording, Projection, etc. 
Send for our huge 33rd Year Catalog 


TRANSCRIPTION AND 


_ RECORDING SERVICES 











INSURANCE 


REEVES SOUND STUDIOS 


304 East 44th Street, New York 17, N. Y. 
ORegon 9-3550 


Complete transcription and film 
recording facilities. 

















JEROME J. COHEN, INC. 
(Jerry & Ron) 


225 West 34th St., New York I, N. Y. 
CH 4-3127-8 


RARE AND UNUSUAL COVERAGES 
OUR SPECIALTY 





PREVIEW THEATRES, INC. 
1600 Broadway, New York 19, N. Y. 
Circle 6-0865 
Peete” ....é.....5.2880 William B. Gullette 
16mm, 35mm; magnetic or optical; all 
interlock combinations. Editing equip- 
ment and facilities. Film storage vaults. 








All facilities available 24 hours a day. 





| for the 1960-61 season. . . . Trand As- 
| sociates, packaging firm, has put to- 
| gether a pilot of a five-minute show 
| starring Maggie McNellis. The pro- 
| gram is titled Celebrity Talk. . . . 
Trans-Lux Television Corp, has ex- 
tended its Animal Parade series to 39 


| quarter-hour segments. 


| COMMERCIAL CUES... 


Two production coordinators have 
been added to the staff of MPO Tele- 
vision Films, Inc. in a move described 
as providing a more comprehensive 
service to advertising agencies. The 
eppointees are: Phil Frank, formerly 
a partner in George Blake Enterprises, 
and most recently with MGM-TV, and 
Phil Donoghue, formerly a producer 
of tv commercials with Transfilm, Inc. 

Wilding, Inc., appears to be under- 
going something of an expansion. 
Walter Lowendahl has joined the firm 





MR. LOWENDAHL 


as an executive producer with head- 
quarters in its eastern division. With 
Transfilm for 17 years in an executive 
capacity, Mr. Lowendahl formed 
Walter Lowendahl Productions in 
1958 to produce theatrical films. . . . 
Tony Wells, former Chicago film pro- 
| ducer for Leo Burnett Co., has joined 
| Wilding-TV, midwest television arm 
(Continued on page 56) 


ANIMALS AND 
ANIMAL DRAWN VEHICLES 





CHATEAU THEATRICAL ANIMALS 

608 West 48th Street, New York, N. Y. 
Circle 6-0520 
“FROM A FLEA TO AN ELEPHANT—— 
FROM AGOAT CART TO A STAGECOACH” 
Our animals have never failed to perform 
Our handlers are competent 
Our stock is immaculate 
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Washington Memo 


OPTION OPPOSITION: A wall of 
opposition has been thrown up against 
the Federal Communications Commis- 
sion’s proposed ruling to reduce sta- 
tion option time from three to two 
and a half hours per broadcast seg- 
ment. Networks, stations and inde- 
pendent film producers are virtually 
as one in their opposition to the pro- 
posal, as expressed in their comments 
filed with the FCC. 

The commission must decide on its 
next move when the commissioners 
return from vacation in September. 
The best guess is that some form of 
oral arguments will be called for by 
the commission preparatory to taking 
action. 

The comments filed with the FCC 
occasioned few surprises, most of the 
remarks indicating that networks and 
stations have lined up pretty solidly 
against any change in the status quo. 
The most recent comments, all in op- 
position to the proposal, were filed by 
CBS, ABC, NBC, Westinghouse 
Broadcasting Co., NBC affiliates com- 
mittee, three independent tv stations 
and National Telefilm Associates. 

One of the stations, KTTV Los 
Angeles, expressed opposition to the 
FCC’s plans to reduce option time but 
contended that any option time at all 
is illegal. Otherwise, the comments 
varied little in their approach to the 
subject. 


SHORTER PROGRAMS: The CBS- 
TV comments emphasized that 30- 
minute “straddle” programs would be 
an inevitable consequence of the 
FCC’s proposals and pointed out that 
half-hour programs are not entirely 
adaptable to creative programming on 
the network level. This, in turn, will 
weaken the network-station affiliation 
structure and reduce the value of such 
affiliation, according to CBS. 
Furthermore, CBS-TV contended, 
the amount of program time with 
which the networks could provide 
their affiliates under the FCC plan 
might be reduced by as much as one- 
sixth. Thus, great losses in national 


advertising revenue would result. 

CBS declared its potential loss in 
time sales under the FCC plan would 
be approximately $18,400,000 a year, 
plus an additional $10,000,000 if it 
were forced to put the 21 half-hour 
time periods on a sustaining basis. 

“Thus at its worst the aggregate 

effect on the network’s annual net 
revenue of loss of sponsorship of these 
time periods would approximate a 
loss of $28,400,000,” CBS noted. 
“. . . The resulting losses may require 
re-examination of the character and 
quality of network programming to 
be offered.” 
NBC COMMENTS: NBC declared 
that it saw no necessity for changing 
the regulations on option time, which 
it said enables tv to provide a national 
service and promotes competition for 
advertising revenue. 

It pointed out that the FCC had 
previously stated that elimination of 
option time would weaken the net- 
work’s ability to compete with other 
national media in obaining its share 
of the advertising dollar. It follows, 
NBC implied, that a reduction in 
option time would merely mean 
“exactly the same effect but perhaps 
on a smaller scale.” 

ABC, continuing to press as the 
third competitive network, was even 
more specific in its comments. It con- 
tended that a reduction in option time, 
























under its setup, could mean the differ- 


ence between profit and loss for the 
network in any given year. 

“The continued scarcity of com- 
parable television facilities in many 
major markets” compounds ABC’s 
problem of attempting to compete 
with the other networks and a reduc- 
tion in option time on top of this situa- 
tion could have disastrous economic 
and programming effects, said the net- 
work comment. 


ADVERTISER AIDED: [1 protesting 
the FCC proposal, 
Broadcasting Co. made the point that 
option time assists an advertiser in 


Westinghouse 


reaching a national audience and 
gives financial underpinning to his 
programming. It contended that the 
burden was on program sources other 
than networks to demonstrate that 
they can come up with the diversity 
of programs necessary to support any 
change in the present option time 
agreements. 

National Telefilm Associates said 
that stations should be allowed to con- 
tinue optioning three hours per broad- 
cast segment, with the stipulation that 
not more than two and a half hours 
be awarded to “one program source,” 
and contended that it is “common 
knowledge” that non-network pro- 
grammers are not allowed prime 
broadcast time. 

In addition to KTTV, other stations 
which opposed the FCC plan included 
wcesc-Tv Charleston, S. C.; WBEN-TV 
Buffalo, and KRON-TV San Francisco. 

(Continued on page ®6) 








Film 


of Wilding, Inc., as television produc- 


(Continued from page 54) 


tion manager. 
Actors income from filmed televi- 


sion commercials is now running at 
the rate of $11 million a year, accord- 
ing to figures released by the Screen 








GENE AUTRY 


Starring in 56 HOUR FEATURES 


ROY ROGERS 


Starring in 67 HOUR FEATURES 


AND REALLY RATIN’ RAVES: 


“The group of 123 films is the best of its kind on 
the market today.” — WFBM-TYV, Indianapolis, 


mca 


TV FILM SYNDICATION | 


April 9, 1959. 
“Almost always sold out.” 


WFBC-TYV, Greenville, 
S. C. April 28, 1959 
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Actors Guild. This represents a 300 
per cent increase over a six-year 
period. 

Kaiser Steel (Young & Rubicam) 
is gradually assigning more and more 
of its tv activity to its San Francisco 
office. The company will also go in 
heavily for animation this year, with 
two 60-second spots now being pro- 
duced by UPA. 

Mobile Video Tapes of Los Angeles 


| is working on spots for Union Oil 


(EWR&R), Mobilgas (Stromberger, 
LaVene, McKenzie) and Brand Motors 
as well as entertainment sequences for 
Truth or Consequences and the new 
Scene of the Crime series. The firm 
has shot location segments as far 
away as San Francisco. 

Jerry Abbott, midwest sales man- 
ager for UPA, has been holding con- 
ferences with commercial division 
vice president Herbert Klyn on com- 
pany’s new sales push. 

Filmercial Productions, Inc. has 
named Fremantle of Canada as its 
representative in Toronto and Mont- 


real. Pact was set between Filmercial 


REALLY 
ROPIN’ IN 
RATINGS! 


Scranton- 
Wilkes Barre 


New Orleans 
Milwaukee 
Albuquerque 
Boston 
Knoxville 
Fort Wayne 
Houston 
Miami 
Indianapolis 
Madison 
Kansas City 
Cleveland 
Fresno 


Nashville 
Source: ARB 





general manager James H. Chapin 
and Fremantle president Ralph C€, 
Ellis, and will give Canadian film syn- 
dicators the opportunity to integrate 
Hollywood star commercials into their 
programs. 

Steve Clark, previously a free-lance 
producer in England, has joined Ani- 
mation, Inc. as an assistant producer, 

Playhouse Pictures, Inc. has added 
Robert “Bobe” Canon as director, and 
Edward Levitt to its story department, 
Canon, previously with UPA, directed 
Gerald McBoing-Boing and other 
series there. Mr. Levitt has been asso- 
ciated with John Sutherland Produe- 
tions and UPA. Playhouse is entering 
the Ford “Shaggy Dog” and Burge- 
meister Beer “Bashful Guy” commer- 
cials in the London International Film 


Festiva!, Oct. 12-18. 


UNIONS ... 

A merger is being discussed by the 
Screen Directors Guild, representing 
film, and the Radio-TV Directors 
Guild, representing live-tv directors. 
Amalgamation plans for the new 
union, which would be known as the 
Directors Guild of America, have been 
adopted by the two boards and will 
be submitted to guild memberships 
(combined total: 2,000). Develop- 
ments in tape have acted largely as 
catalyst in the move, as they have in 
AFTRA-SAG discussions. 

Tv residuals collected by SAG mem- 
bers have reached $10,260,000, with 
the pace still accelerating. The latest 
figures for June show $499,211 col- 


lected during the month. 


Commercials 
ALL-SCOPE PICTURES, INC. 


Completed: Gunther Brewing Co. (beer), 
L&N; Wm. B. Reily Co., Inc. (Luzianae 
coffee), Walker Saussy; Lucky Lager 

(Continued on page 80) 








Create the RIGHT mood every time 
with the 


MAJOR MOOD 
MUSIC LIBRARY 


MAJOR offers you a full twenty hours 
of mood music for titles, bridges, 
backgrounds. 

WRITE FOR FREE CATALOGUE 


THOMAS J. VALENTINO, INC. 


Established 1932 
150 WEST 46th STREET 
New York 36, New York—Cl-6-4675 
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Wall Street Report 


FUND MANAGEMENT. One of the 
most unusual issues of tv securities to 
make its bow in the open market is 
that of Television Shares Manage- 
ment Corporation. This is a manage- 
ment service company and sales agent 
for the Television-Electronic Fund, 
Inc., one of the 15 largest open-end 
investment firms in the United States. 

It’s interesting to review the devel- 
opment of the situation leading up to 
the present offering. The manufac- 
turers of tv sets were among the first 
in the field to offer their securities to 
the public. Then came the station and 
network operators, most of which were 
an outgrowth of the radio era. Next 
an investment company, confident that 
the growth of the industry would be 
advantageous to investors, was cre- 
ated to pour money into the securities 
of the first two groups. Now investors 
are offered an opportunity to pur- 
chase shares in the corporation that 
manages sales and distribution of 
shares of the corporation whose assets 
are the securities of the first two 
groups. 

It would be unfair to suggest that 
this development is limited to the tv 
fund. There have been two or three 
other situations of this type which re- 
flect a curious tax situation that has 
come about as a result of conflicting 
viewpoints of two bodies of the fed- 
eral government: the Treasury and 
the Securities and Exchange Commis- 


sion. 


ENORMOUS GROWTH. The erowth 
of the mutual funds has been phenom- 
enal in the last 15 years; they are 
today the fastest growing form of in- 
vestment in the securities market with 
over four million shareholders and 
assets exceeding $15 billion. Its now 
accepted that within another decade 
these funds will rival banks and in- 
surance companies as sources of capi- 
tal. 

Most of the funds have been the 
work of a few men who pioneered the 
field when there was a great deal of 
skepticism about its future. These men 
held the investment advisory contract, 


or management contract or sales and 
distribution contract with the fund. 
These contracts are renewed by the 
shareholders of the fund on a year-to- 
year or every-two-year basis. In the 
case of the Television-Electronics 
Fund it’s done annually. 

To the man who holds a contract 
with a fund it represents the main as- 
set in his estate and the Treasury 
Department indicated that, in the 
event of death, it would judge the 
value of the contract according to the 
income it had generated for its holder 
in previous years and tax the estate 
accordingly. The SEC, on the other 
hand, held that upon the death of the 
contract holder the contract was worth- 
less and the fund shareholders must 
vote a new contract with a new advi- 
sor. Thus, the contract could not be 
sold and was worthless, although the 
Treasury would tax it as if it was of 
great value. This was an impossible 
situation which was clarified to some 
extent by a recent court ruling that a 
fund management contract could be 
sold if the fund shareholders had no 
objections. 

Tv Shares Management Corp. su- 
pervises the Tv-Electronic Fund port- 
folio, research and statistical services. 
It also supplies the clerical, bookkeep- 
ing, publicity and administrative serv- 
ices for the fund. The fund pays Tv 
Shares Management a fee of one-half 
of one per cent of the fund’s average 
daily net assets for the fiscal year. The 
management fee is never allowed to 
exceed three-quarters of one per cent 
of average daily net assets. 


PRESENT ASSETS. Qn July 1, 1959, 
the total net assets of the fund 
amounted to $308.1 million. Over the 
years from 1954 to April 30, 1959, 
the average daily net assets of the fund 
rose from $40.1 million to $248.8 mil- 
lion. Over same period the fee paid 
to the management corporation rose 
from $200,661 in 1954 to $805,063 
in 1958. In the six months ended April 
30, 1958 (the fund ended its fiscal 
year Oct. 31, 1958), the management 
fee from the fund was $360,223, while 


id 
+ 


‘ 


a . 
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in the six months ended April 30, 
1959, it totaled $622,206. 

In addition the corporation receives 
commissions earned on sales of the 
fund’s capital stock. In 1954 these 
commissions totaled $543,839. In 
1958 they rose to $818,169 and in the 
first half of the 1959 fiscal year they 
were running almost double the 1958 
rate. 

After deducting for the administra- 
tive, research and sales expenses, the 
corporation reported profits ranging 
from 16 cents per share on 1,095,000 
shares outstanding in 1954 to 28 cents 
per share on 1,060,000 shares in 1958. 
In the first half of the current fiscal 
year earnings totaled 27 cents per 
share on the same number of shares. 

Tv Shares Management has paid 
dividends since 1955. In that year, 
with earnings of 38 cents per share, 
the corporation paid dividends of 12 
cents. In 1958 dividends totaled 16 
cents per share of which four cents 
represented distribution to stockhold- 
ers of shares in a previously con- 
trolled affiliate, Trolex Corp. In the 
first half of 1959 the corporation paid 
dividends of 15 cents per share. 

Trolex Corporation was organized 
in 1958 to make rotary switches and 
switch components for the television 
and radio industry. Most of the stock 
of Trolex is held by the officers and 


directors of Tv Shares Management. 
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FAMOUS MEASURING INSTRUMENTS: | his is the national standz 


of mass for the Uniteg 
T States . . . a platinum 
iridium cylinder known a 
Prototype Kilogram No. 20. Kept atm 
the United States National Burea 
of Standards in Washington, it is 2 
accurate copy of the international 
standard kept at the International 
Bureau of Weights and Measures, at 
Sévres, France. It is exactly 39 mm 
in diameter and 39 mm high. The 
last recomparison with its interna- 
tional prototype in 1948 showed that 
the United States standard has re 
mained constant within one part ing 
50 million during approximately 60 
years. 

Unaided by such precise 
gauges, the measurements of mass 
audiences in television is a difficult 
business. American Research Bureau, 
pioneer in the field, is nonetheless 
regarded as the ultimate in precision 
(within its own strictly defined limits) 
in measuring this volatile mass, as- 
sessing its preferences, and reporting 
them to ARB clients with Accuracy 
.. - Reliability . . . Believability. 


The standard by which others are judged 


The important gauge of television’s 
worth as an advertising medium is 
the amount and type of audience it 
can attract and hold. In measuring 
both dimensions of television’s audi- 
ence, accuracy, reliability and believ- 
ability are the important criteria. 

ARB measures these dimen- 
sions .. . by program, by station, by 
time period . . . both nationally and 
in every major TV market . . . with 
the utmost in 


AMERICAN 
RESEARCH 
BUREAU, INC. 


WASHINGTON NEW YORK CHICAGO 
LOS ANGELES 
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WLUK’ is POPPIN 


in Green Bay Packerland and the 


MORE TOWER 


1050 feet above average terrain, 
and going up. 


MORE POWER 


316 kw E.R.P. 


MORE COVERAGE 


Serving 53 counties 
in Wisconsin and Michigan 


MARKET DATA 


TOTAL RETAIL SALES 
$1,798,902,000 


FOOD SALES 
$461,671,000 


DRUGS 
$46,305,000 


AUTOMOTIVE 
$294,710,000 


GAS & OIL 
$155,955,000 


* Formerly WMBV-TV 
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FOND DU LAC 


I 


f RT WASHINGTON 


Beaver Dam @ 


WEST BEND @ ° } 


Field Contours for WLUK-TV 
316 KW-1050 Feet, Green Bay-— Marinette, Wisconsin, August, 1959 by 
Vandivere and Cohen, Consulting TV Engineers, Washington, D. C 





“ WLUK is POPPED 
in Green Bay Packerland and the 


MORE TOWER 


1050 feet above average terrain, 
and going up. 


MORE POWER 


316 kw E.R.P. 
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1,644,000 
POPULATION 


428,760. 
TV. HOMES 


; $1,798; 902, O00 
RETAIL SALES’ 


Serving Green Bay Packerltland and the Fox River Valley 

















CHANNELS 


Joseph D. Mackin; 
General Manager 


Represented Nationally 
by Geo. P. Hollingberry 


In Minneapolis 
See Bill Hurley 


Hollingberry men 
are ready to talk 
now on “‘top”’ net- 
work and local ad- 
jacencies. 


affiliate 
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Lady WLUK 


She’s a real sweetheart who packs 
plenty of punch, power, ‘and person- 
ality ... and all in the right places. 


Local programs have a new refresh- 
ing sparkle, and there’s ABC: — the 
“hottest” network going. 


Check‘ the facts when you buy*this 
important market. 


You gotta have WLU K 





WLUK 


126 NORTH MADISON STREET, GREEN BAY, WISCONSIN AND 400 WELLS STREET, MARINETTE, WISCONSIN 
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TELEVISION AGE 


little over a year ago, television 

billings among the major ciga- 
rette companies took an upward leap 
as the filter push began. In short or- 
der, the market had the “war of the 
filter traps,” dual filters, spin filters, 
recessed filters, etc. Expenditures and 
advertising approaches for the vari- 
ous brands were reported in two re- 
cent TV AGE articles (May 4, July 13). 
but, generally speaking, the introduc- 
tion of “new” filters meant increased 
spot expenditures for most tobacco 
firms. 

Apparently taking a leaf from the 
Detroit idea of new models every year. 
the cigarette-makers are at it again. 
For °60, it’s the flavored smoke that’s 
getting the play—with the accent on 
menthol, but with other interesting 
taste-tempters foreseen. Within weeks, 
four new menthol brands have been 
introduced at a reported cost of over 
$1 million per brand. 

Largely because of its flexibility in 
promoting brands that must be moved 
into distribution market-by-market. 
spot tv is bearing the brunt of the 
initial advertising drives on the men- 
thol-filters. 

Philip Morris apparently shook up 
the industry by moving into national 
distribution on its Alpine only a few 
weeks after some spot tests. P. Loril- 


AUGUST 24, 1959 


a review of 


current activity 


in national 
spot tv 


lard’s Spring has also started to ex- 
pand. American Tobacco announced 
that Riviera is on the way across the 
country. Brown & Williamson began 
moving Belair through Texas. 

On another front, the cereal pro- 
ducers also appear to have learned 
that it pays to come up with a new 
product and promote it via spot. Fol- 
lowing the successes of Maypo, Maltex, 
Hi-Pro, Alpha-Bits and others of re- 
cent memory, current young brands 
being seen in spots include such names 
as Cocoa Puffs, OKs, Life, Concen- 
trate, Heart o Oats, Cocoa Krispies. 


etc. 





At Norman, Craig & Kummel, Inc., 
Hal Cummings handles schedules for 
Vel powder and the recently-won 
Hertz Rent-A-Car account. 





REPORT 


Television’s ability to gain immedi- 
ate acceptance for a new product is 
one of the primary reasons why the 
flood of unfamiliar brand names is 
reaching the market. It’s possible to 
saturate a market or the entire coun- 
try in a short time, leaving a manu- 
facturer with nowhere to go—except 
to bring out another product. And. 
as P&G, Colgate and others discovered 
long ago, it’s often possible to hold 
sales high on an existing brand while 
selling a rival brand at the same time. 

Spot benefitted considerably last 
year during the filter war. With the 
new emphasis on menthol brands, and 
with the indication, from expenditures 
for new packaging, “re-tooling,” etc.. 
that the tobacco firms are deadly 
earnest about spending money, spot's 
cigarette business this fall will be far 
ahead. The new cereals, along with 
small cars and other new products, 
will provide a large plus. 


ALUMINUM CO. OF AMERICA 


(Ketchum, MacLeod & Grove, Inc.. 
Pittsburgh) 


While not a consistent spot user, this 
company reportedly plans to showcase 
its new “stronger ALCOA WRAP” via 
some spot schedules in supplement of 
network. Live action minute films will 
most likely be set in day as well as 
evening slots. Fred McCormack Jr. is 
the timebuyer. 
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Fifth annual wWTEN-wrow Albany-Schenectady-Troy “Day at the Saratoga 
Races” honored 225 agency, advertiser and station executives. Typical table at 
hest cost the Saratoga clubhouse includes: above back (1. to r.) Jim Ducey, Cunningham 
& Walsh; Herb Werman, Dancer-Fitzgerald-Sample; Frank Martin, Blair Tv 
=gg8 and Bob Bruno, Reach, McClinton. Front, Bill Santoni, Cunningham & Walsh; 
Kerry White, wTEN hostess; Dick Colburn, Blair Tv; Bill Lewis, wTeN sales 
manager and Tim O'Leary, Reach, McClinton. Below: Vera Brennan, Sullivan, 
Stauffer, Colwell & Bayles; John Hughes, Avery-Knodel and Helen Thomas, \ 


see Headley-Reed Street & Finney. 
Soren H. Munkhof, Gen. Mgr. 





_ AMERICAN SUGAR REFINING 
co. 
(Ted Bates & Co., Inc., N. Y.) 
Back again with a fall campaign similar 
to those that ran last fall and spring is 
DOMINO sugar. Schedules of day 
and night minutes and 20’s start mid- 
September in 60-65 markets for 13 weeks. 
Frequencies are light. Gerry Van Horsen 
is the timebuyer. 


BAKERS FRANCHISE CORP. 
(Mogul, Lewin, Williams & Saylor, 
Inc., N. Y.) 

A new jingle and tv commercials have been 
prepared for LITE DIET bread which 
is set for a fall push in conjunction 
with various local franchise-holders. 

In New York the schedules of minutes 
and 20’s should get under way in mid- 
September; in other markets the start may 
not be until October as various local 
situations are a determining factor. About 


30 stations will be used. Lynn Diamond BRISTOL-MYERS CO. 


is the timebuyer. 
(Young & Rubicam, Inc., N. Y.) 








minutes and some 20’s will run well into 
the fall. Ed Green is the timebuyer. 








WHOE ond WHORE soe general manager of | BLITZ-WEINHARD co. A group of selected top markets begins 
| (Johnson & Lewis, Inc.. San schedules late next month for SAL 
Ww ‘ , HEPATICA, with primarily night minutes 
k HBF adheres to Francisco) running for about six weeks. Tom 
its published rates, The first campaign from this agency Viscardi is the timebuyer. 
: since it acquired this brewer’s BLITZ beer 
assures advertisers of account last spring just started in about CALIFORNIA & HAWAITIAN 
“ 10 top Oregon and nearby markets, with SU Fe k 
equal, fair treatment minutes and 20’s running. Jan Brown st GAR CORP. , : 
STRONG & PRODUCTIVE FROM DEEP Roots | iS the agency’s tv-radio buyer. (Honig-Cooper, Harrington & Miner, 
S. F.) 





BRISTOL-MYERS CO. The fall campaign on C&H sugar is 
| (DCS&S, N. Y.) expected to start in mid-September for 
: ; about 11 weeks, with ID’s running in 
IPANA, which concluded a brief push around 50 markets west of the Mississippi. 
in a number of markets just a few 


a i Frequencies are about three spots in 
weeks ago, starts new schedules in prime time weekly. Clarice McCreary 


Covering Western Illinois — Eastern lowa » RADIO & TELEVISION the top 50 areas next month. Night is the timebuyer. 
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The Million Dollar Stations 


featuring 


Million Dollar Music 
on CKLW Radio 
Million Dollar Movies 


on CKLW-TV 


on ee 


ROBERT E. EASTMAN & CO., INC 


Nat! Radio Rep 


CKLW- 





TV 








GUARDIAN BLDG. DETROIT 


pfeil), (em i283'/) le), Bee) i 
Nat! TV Rep 






J. E. CAMPEAU 
President 
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CORNING GLASS WORKS 
(N. W. Ayer & Son, Inc., Phila.) 


Just about a year ago, this firm introduced 
its line of PYROCERAM Corning Ware 
cooking utensils with spot placements 

in New England and began moving 
toward national distribution. Full 
coverage was obtained by the July target 
date and the word now is that a fall 
campaign is in the offing. The bulk of 
the tv activity will be in network partici- 
pations, but a number of markets will get 
spot placements in supplementary action. 
A total of 65 markets will be reached. 
Filmed minutes will start in late Septem- 
ber or early October and run until the 
holidays. Spot will also help introduce a 
new line of electric cookware. 


ECONOMICS LABORATORY, 
INC, 

(KHCC&A, N. Y.) 

This account moved its SOILOFF and 
SOILAX products into a new agency a 
short while ago, and the word is that 
there will be “some” fall spot action. 
Last year minutes and 20’s started early 

in September in over 30 markets for 

10-13 weeks, but the scope of this year’s 
activity was not firmed at press time. 

Beryl Seidenberg is the timebuyer. 


S. W. FARBER, INC. 
(Doner & Peck, Inc., N. Y.) 

As noted here June 1, this company 
plans to return to spot with a 
pre-Christmas campaign on its 


FARBERWARE, probably starting in 





Frank Mahon (l.), Ballantine media 
supervisor, and timebuyer Dick Dris- 
coll, both of William Esty Co., Inc., 
view flip-card presentation delivered 
by wavy-Tv’s youthful “Ambassador” 
(Allan Smith). The presentation was 
made during a week of visits to media 


decision makers at major agencies. 





November for four or six weeks of 
filmed day and night minutes. Last 
year’s schedules in New York, Los Angeles, 
Detroit, Cleveland and six other top 
markets were successful enough to warrant 
a probable return to those areas. Definite 
plans were still in the talking stages 

at press time. Mary Franklin is the 
timebuyer. 
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X MARKS THE SPOT ... where successful campaigns 
begin ... with the original musical commercials created 


BY oc 


jblohi musical enterprises, inc. 
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59 EAST 54 STREET 
NEW YORK 22, N.Y 
MURRAY HILL 8-3950 


FOOD SPECIALTIES, INC. 
(Charles F. Hutchinson, Inc., 
Boston) 

This processor of APPIAN WAY pizza mix 
is a frequent spot user in selected markets 
across the country, but appears to make 
its decisions quickly depending on 
individual market problems. It uses 
primarily filmed minutes in small groups 
of markets at a time. A new frozen pizza 
is to be introduced shortly and could 
get some spot action. The contact is 
media director Helen Horrigan. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


As are many other companies, General 
Foods is bringing out a new cereal. 
This one is in the “adult” classification 
and is called HEART OF OATS. It’s 
testing at present in Albany, N. Y., and 
Davenport, Iowa, with filmed minutes 
in day and nighttime slots. Dick Gershon 
is the timebuyer. 


GLAMORENE, INC. 

(Jules Power Productions, Inc., 
N. 2 

A small group of top markets is slated 
for placements of day minutes and 20's 
to begin early next month and continue 
for four weeks. GLAMORENE is the 


product; Dan Wilson is the timebuyer. 


GOLDEN PRESS, INC. 

(Wexton Co., Inc., N. Y.) 

As noted in a feature article (TELEVISION 
Ace, July 13), this firm’s initial spot test 
on its GOLDEN BOOK children’s 
encyclopedia went so well that it’s 
coming back next month in 25-30 markets 
across the country. Filmed minutes in 
high frequencies will run throughout the 
day and night to reach parents, with some 
20’s and ID’s used in prime times. 

Vice president John H. Eckstein is the 
buying contact. 


GROCERY STORE PRODUCTS 
co. 

(Ted Bates & Co., Inc., N. Y.) 
The fall campaign on this firm’s B-IN-B 
MUSHROOMS, KITCHEN BOUQUET 
and other products begins the middle of 
September for 10-week runs in top 
markets. Daytime minutes and 20’s 

are used for the filmed spots. Gerry Van 
Horsen is the timebuyer. 


HABITANT SOUP CO. 

(Charles F. Hutchinson, Inc., 
Boston) 

After a 39-week buy of a syndicated show 
in three markets, this canned-soup 
producer is returning to spot schedules 
in Boston, Providence, Portland (Me.), 
Hartford and Mt. Washington. A 52-week 
placement of 20’s and ID’s is running 

in the first-named market, with similar 
schedules kicking off in mid-September 
for about 30 weeks in the others. 

Media director Helen Horrigan is the 
contact. 


A. S. HARRISON CO. 

(Charles W. Hoyt Co., Inc., N. Y.) 
After spending just about a year at 
another agency, the PREEN wax 
account returned to Hoyt and the 

word is that it should continue in tv 

as in the past—meaning that selected 
markets (usually New York, New Haven, 
Baltimore and one or two others in the 
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Buyer Profile. . . . . 


ill McGivney, who has been at 
B Compton Advertising since 
1957 when he graduated from St. 
John’s University with a BBA in 
business administration, is timebuyer 
on Canadian Procter & Gamble, buy- 
ing for eight of the soap company’s 
products. 

Pecularities inherent in his job are 
many; the main ones being the facts 
that there is, for the most part, no 
choice of stations and that much of 
Canada is multi-lingual. With the 
exception of Montreal and a few 
other cities, there is only one station 
per market. English and French are 
spoken but proportions of each vary 
among markets. In many places, 
Quebec for example, there are two 
complete cultures. In markets where 
the audience is primarily French, 
commercials have to be altered not 
only in language but approach. 

These basic facts combine with the 
direction Canadian tv has been tak- 














BILL McGIVNEY 





ing. In Canada the medium is still 
in its infancy. “Development of day- 
time programming has lagged greatly 
behind the U.S. although interest is 
growing,” says Mr. McGivney. Until 
now, also, there has not been ade- 
quate rating information available. 
Nielsen 


Canada. Buying spot, you encounter 


is only now going into 


problems due to the fact that an- 
nouncements are flat rate, not sub- 


ject to frequency discounts.” 

The government-run Canadian 
Broadcasting Corporation exercises 
much control over the stations. Al- 
though each station has its own rate 
card, and programs are not subject 
to government censorship, CBC has 
a ruling that two spots adjacent to 
each other is the limit (thus eliminat- 
ing triple spotting woes), and all 
commercials must be approved by 


the corporation. 


Acting is one of Mr. McGivney’s 
special avocational interests. He’s 
currently involved with producing 
and acting for the Paulist Players, 
a New York non-professional group. 
He lives with his family in Man- 
hattan and enjoys skiing, drinking 
and swimming, and is “smitten with 
tremendous wanderlust but not the 
wherewithal,” and must therefore 
“pack it into two weeks every year 
plus weekends now and then at Fire 


Island.” 








WRGB ... the top TV buy delivers this top market. 


WRGB. .. rated tops in the most recent ARB survey is your top 
TV buy in Northeastern New York and Western New England. 





Represented Nationally by NBC Spot Sales 
NBC Affiliate .... Channel Six 


Albany ... Schenectady... and Troy 
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WLBC-TV 


MUNCIE 


Middletown, U.S.A. 


WLBC-TV 


MUNCIE 


Crossroads of the Middle West 


WLBC-TV 


MUNCIE 


Cross-section of the nation 


WLBC-TV 


MUNCIE 
Test Market, U.S.A. 


and the Gateway to Sales 
in “the heart of Indiana” 


WLBC-TV 


Muncie, Indiana 
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east) will get brief placements of 

filmed minutes and ID’s. New spots 
in production indicate fall activity is 

on the way. Doug Humm is the timebuyer. 


HEUBLEIN, INC. 

(Fletcher Richards, Calkins & 
Holden, Inc., N. Y.) 

As noted here July 13, the fall schedules 
on MAYPO and MALTEX hot cereals 
are about to get under way in some 

70 major markets across the northern 
half of the country. Filmed minutes run 
in kid shows throughout the day on 
26-week placements. Elizabeth Griffith is 
the timebuyer. 


HOLLYWOOD BRANDS, INC. 
(Grubb & Petersen, Champaign, Ill.) 
This account, which uses considerable 
network schedules, also continues spot 
placements in markets which the program 
buys don’t cover or where extra impetus 
is needed. Some new fall activity is on 
this month, with 13-week placements of 
filmed minutes getting under way in 

the selected markets. Media director 
Helen Huley is the contact. 


S. C. JOHNSON & SON, INC. 
(F. C. & B., Chicago) 


Last week saw the start of brief place- 
ments of minutes and 20’s for KLEAR 
floor wax in some 25 markets in support 
of network activity. Genevieve Lemper 

is the timebuyer. 


Cc. M. KIMBALL CoO. 

(Charles F. Hutchinson, Inc., 
Boston) 

Schedules for RED CAP REFRESH-R 
room deodorizer move in and out 
frequently in Boston, Portland (Me.), 
Mt. Washington, Providence and 
Hartford-New Haven. The company is 
now using 20’s along with the ID’s used 
in the past. Lengths of the placements 
vary over a 52-week period according 

to the number of flights run. Media 
director Helen Horrigan is the contact. 


KELLOGG CO. 

(Leo Burnett Co., Inc., Chicago) 
With new cereal brands multiplying as 
fast as menthol cigarettes, the latest 
Kellogg entry is OKs. Although the 
company’s usual strip of kid shows 
carries the bulk of the video effort, a 
number of markets will get supplementary 
spot schedules to speed the introduction. 
The brand premiered late last month 

in the east and will move into other 
markets during the next six months. 
Filmed minutes in children’s programs 
are used. Media supervisor Richard Coons 
is the contact. 


H. W. LAY & CO., INC. 

(Liller, Neal, Battle & Lindsey, Inc., 
New Orleans) 

It was reported that the maker of LAY’S 
potato chips would not renew a number 
of radio schedules it placed last month. 
Instead, it set four weeks of saturation 

tv schedules early this month in a 

group of southern markets. Pat Clark 

is the timebuyer. 


LIONEL CORP. 

(Grey Adv. Agency, Inc., N. Y.) 

Sad news here for spot as LIONEL 
trains—which used five weeks of live 
minutes in some 50 markets last 
pre-Christmas season—announces it’s going 
solely into network this year. One of 





Z moted to 





Personals 
ROGER BUMSTEAD, who's been 


at Campbell-Mithun in Minneapolis 






MR. BUMSTEAD 
for the past two years, is rejoining 
MacManus, John & Adams, New York, 
as media director. 

STANLEY NEWMAN has been pro- 


media director at Richard 








MR. NEWMAN 


K. Manoff, New York. SHIRLEY 
WEINER will take over his former 








post as assistant media director. Mr. 
Newman replaces BOB KIBRICK who 
has been named vice president and ac- 
count supervisor of the Welch Grape 
Juice Co. 

CHANNING HADLOCK has been 
appointed director of tv and radio for 
the James Thomas Chirurg Co. He will 
be supervising broadcast activities for 
both the New York and Boston offices 
of the agency, as well as deeply in- 
volved in buying on such accounts as 
Crayola, Blackstone cigars, Welch 
candy, Victor coffee and tea and Vogue 


dolls. 


IRENE LEVY is replacing KEN 
ALLEN as timebuyer on Associated 
Products at Grey Advertising, New 
York. 


the main reasons for the move is the 

fact that long-term advertisers have sewn 
up good availabilities through the last 
quarter. Mary Lou Benjamin is the 
buying contact. 


LOUIS MARX & CO., INC. 
(Ted Bates & Co., Inc., N. Y.) 
Definite word on the spot activity of the 
country’s “Number One” toymaker was 
still lacking at press time, but it was 
learned that about 50 markets had been 
contacted for availabilities for an 
October-December run. On the network 
side, six kid shows on all three networks 
were purchased to start in October. About 
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292 major markets plus smaller ones will 
be covered seven days a week with MARX 
toys commercials. Jack Dougherty is 

the timebuyer. 

MILES LABORATORIES, INC. 
(Henderson Adv. Agency, Inc., 
Greenville, S. C.) 

\ new product recently assigned to this 


ARIDEN, a tablet for relief of 


Agency Adds 
Both the New York and Chicago 
offices of Kenyon & Eckhardt, Inc., 


announced the appointments of new 


agency 





members of their video departments. 
In New York, George J. Zachary re- 
joined the agency as a tv-radio pro- 
gramming supervisor after an absence 
of 11 years. Most recently, Mr. Zach- 
ary was a producer with Wightman 
Productions. He has served as tv-radio 
program and production manager 
with Lever Bros., director of program 
production at Lennen & Newell, Inc., 
and in similar posts with other agen- 
cies and producers. 

Also in New York, Max Glandbard 
joined K&E as a producer, having 
most recently served as staff director 
of commercials at MPO, Inc. He pre- 
viously headed his own firm, Film- 
wright Productions. In K&E’s Chicago 
office Stuart H. Berg became a pro- 
ducer in the commercial production 
department after serving as a project 
supervisor at Helene Curtis, Inc. 

Doyle Dane Bernbach expanded its 
tv-radio staff with the additions of 
Joseph C. 
in charge of all tv production at Camp- 


Spery, who formerly was 


bell-Mithun, Minneapolis, as senior 
producer; Robert Warner, formerly 
an associate producer with CBS-TV, 
as associate producer, and Joseph Bat- 
taglia, who was business manager of 
the tv department at N. W. Ayer & 
Son, as business manager of the DDB 
video department. 

Realigning its broadcast activities, 
Ketchum, MacLeod & Grove, Inc.. 
moved its department headquarters 
from Pittsburgh to New York. Edgar 
J. Donaldson, vice president and di- 
rector of tv-radio, made the move 
along with Donald Fox who was 
named production supervisor for all 
tv activities. Warren C. Rossell was 
promoted to manager of the Pitts- 
burgh tv-radio staff while Norton T. 
Gretzler was named business manager 
of the New York headquarters. 


sinus and hay-fever distress—is set to 


enter test markets momentarily. 


A series 


of six live-action-with-animation films 

has been completed for nighttime minutes 
and 20’s. Media director Betty McGowan 
is the contact. 


MINUTE MAID CORP. 

(Ted Bates & Co., Inc., N. Y.) 

The orange juice processor is back again 
in its usual major markets for a fall 
campaign starting early next month. 
Day and night minutes run until shortly 
before the holidays. Stu Hinkle is the 
timebuyer. 


NATIONAL CARBON CO. 


(Wm. Esty Co., Inc., N. Y.) 
For fall-winter, PRESTONE anti-freeze 


one 
of the 
best 
buys 
in 
television 
-.- anywhere! 


WDBJ-TV covers 53 coun- 
ties . . . where there are over 
400,000 television homes, 
$2 billion in retail sales. You 
can buy into this rich market 
economically and effectively, 
for WDBJ-TYV furnishes highly 
rated shows at comparatively 
low cost to you. 


For example, WEATHER 
SPECIAL and LATE 
EDITION at 11:00 PM 


ASK YOUR PGW COLONEL 


WOby TY 


Maximum Power ¢ Maximum Height 








will be running spot schedules in major 
markets only, starting about the end 

of September with filmed minutes in and 
around male-audience programs. 

Dick Olsen and Dick Driscoll are the 
timebuyers. 


NUTRENA MILLS, INC. 
(Bruce B. Brewer & Co.. 


Minneapolis ) 


A number of selected markets through 

the midwest and south reportedly got 
schedules of day and night minutes, 20's 
and ID’s to kick off this month and run 
for 13 weeks. NUTRENA dog food is 
the product. Mary Ann Doss is the 
buying contact. 
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nightly delivers viewers for 
$1.14 per M on a 5 Plan; 90 
cents on a 10 Plan.* This 
receptive audience is almost 
totally adult. Powerful sales- 
producing merchandising 
support provided, too! 

It will pay you to take a 
closer look at WEATHER 
SPECIAL and LATE 
EDITION and other “best 
buys” offered by WDBJ-TV. 


“all cpms bosed on March, 1959 NSI 


FOR CURRENT AVAILABILITIES 
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CHANNEL 
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ROANOKE, VIRGINIA 
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PEPPERIDGE FARM, INC. 


(Ogilvy, Benson & Mather, Inc., 
N.Y.) 

One of the customary six-week campaigns 
for this firm’s bread and rolls begins 

at the end of this month in selected 
markets, with filmed minutes and 20's 
running mostly in daytime slots. Media 
supervisor Ann Janowicz is the contact. 


quick national distribution. At press time, 
it had moved out of the initial eastern 
market area into the midwest and was 
setting prime evening minutes and 20's 

for 13-week runs. Jean Jaffe is the 
timebuyer. 


PLANTERS NUT & 
CHOCOLATE Co. 


(Don Kemper Co., Inc., N. Y.) 


At press time, the word was that there 
will be fall spot action starting next month 
on PLANTERS peanut butter, cooking 

oil and other products, but definite 
decisions as to markets and budgets had 


PHILIP MORRIS, INC. 
(Doyle Dane Bernbach, Inc., N. Y.) 


This company is serious about getting 
its new menthol filter, ALPINE, into 





You're missing 
almost @/g 


of your audience 


unless you GU/Y 


WIAC-TV 


WJAC-TV is the established leader in the Johnstown-Altoona area, with nearly a 3 to 1 
margin over Station B, its closest rival. 

WJAC-TV--71.9 —— Figures are from ARB, November, 1958; 

Station B--28.1 ——— Proof that WJAC-TV delivers the audience. 


TOP 30 SHOWS ON WJAC-TV 


Johnstown-Altoona Trendex, Feb., 1959 





in the 
JOHNSTOWN-ALTOONA 
market! 














Buy the station that guarantees 


more viewers, from sign-on to 
CLINTON 


sign-off, all week long. People 


preter to watch the best. 


a Elo 
7 INDIANA 


CAMBRI 7 err 


WJAC-TV 





Pe "a bios 


BEDFORD cae 
oe“ 


Pa Tcaier ’ 7 TLLEGAY 
ARBEIT 7x Y ma 








FAYETTE 


Ask for all the Li¥ / hae 
W.VA L¢ : 
details from » JOHNSTOWN * CHANNEL 6 


HARRINGTON, RIGHTER & PARSONS, INC. 








70 August 24, 1959, Television Age 





Timebuyer Bill Birkbeck at Compton 
Adv., Inc., places for P&G’s Comet 
and French’s 


among others. 


spaghetti-sauce mix, 





Rep Report 

In a reassignment move, two execu- 
tive sales members of CBS-TV Spot 
Sales shifted their bases of operation. 
Ted O'Connell, who has been an ac- 
count executive in New York, trans- 
ferred to Chicago as midwestern sales 
Howard Marsh, Detroit 
sales manager, moved to New York as 


manager. 


an account executive. 

Ed Dunbar joined the San Fran- 
cisco office of Weed Tv Corp. as an 
account executive. He previously was 
with KNTV San Jose. radio station 
KJBS San Francisco and the NBC net- 
work sales staff. 

Sterling Tv Co., Inc., 
appointment of Jerrold Marshall as 


announced the 


account executive in its eastern divi- 
sion. Mr. Marshall was formerly sales 
representative for wHCT-TV Hartford. 

Len Lundmark, formerly with 
KFSspD-TV San Diego was named to the 
sales staff of H-R Tv., Inc. Mr. Lund- 
mark, who has served for 15 years in 
various sales capacities for a number 
of tv and radio stations in San Diego, 
will work out of the Los Angeles H-R 
office. 

J. Richardson “Dick” 
was appointed general manager of the 
Los Angeles office of Television Ad- 


vertising Representatives, Inc. He was 


Loughrin 


most recently a senior salesman for 
CBS-TV spot sales in New York and 
worked for the network in both Chi- 
cago and Los Angeles earlier. 
Douglas MacLatchie, Los Angeles 
Avery-Knodel, 


Inc., resigns Sept. 1 to join Plan- 


tv sales manager for 


print, Inc. 
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not yet been reached. In spring, upwards 
of 17 markets received eight-week 
placements of minutes and 20’s. Media 
director Adna Karns is the contact. 


PROCTOR ELECTRIC CO. 
(Weiss & Geller, Inc., N. 77 

Back again for fall, this maker of 
steam-and-dry irons, toasters and other 
appliances returns to about 30 top 
markets early next month for 10-13 weeks. 
Mostly daytime minutes, 20’s and ID’s 

run in frequencies of about 12 per week. 
Jack Geller is the buying contact. 


QUAKER OATS CO. 
(John W. Shaw Adv., Chicago) 


Reportedly this company’s AUNT 
JEMIMA’S EASY MIXES will start 
six-week placements of ID’s and 20’s in 
the top 50 markets the middle of next 
month. Media director Richard Rogers 
is the contact. 


RALSTON PURINA CO. 


(Guild, Bascom & Bonfigli, Inc., 
S. F.) 

A report had it that the agency was con- 
sidering about nine major markets for 
possible schedules this fall, but action 

for RALSTON cereals was still just 
tentative at press time. Marcelee Sanders 
is the timebuyer. 


ROBERT REIS & CO. 
(Doner & Peck, Inc., N. Y.) 


As outlined here June 1, the first tv 
campaign on REIS underwear in New 
York warranted a six-week schedule in 
San Francisco. The heavy placements of 
taped minutes started last week for ; 
“back to school.” If results are good, the 
company is considering schedules in 
New Orleans, Seattle and New York 
again. A decision will not be forthcoming 
for several weeks. In the San Francisco 
commercials, local store credits are 

being given so that sales results can be 
pin-pointed. Account executive Lee 





PROOF! 


MIDLAND - ODESSA 
Market in “‘Oil-Rich’’ West Texas 
is a Blue chip market. 


CSI PER HSLD RANK 


IN U.S.A. 
MIDLAND — 6th 
ODESSA—10th 


IN TEXAS 


MIDLAND — ist 
ODESSA — 2nd 














Venard, Rintoul & McConnell, Inc. 
South—Clarke Brown Company 


Garfield and timebuyer Mary Franklin 
are the contacts. 





Agency Changes 


Speculation as to which of the 
Chesebrough-Pond’s, Inc. agencies 
would receive the Vaseline hair tonics 
and Lip-Ice business ended with the 
announcement that Norman, Craig & 
Kummel, Inc., would take over in mid- 
October. The $2 million account has 
been at McCann-Erickson, Inc. 

The Mennen Co. placed its Date- 
line deodorant, which once was at 
Marschalk & Pratt, Inc., with Grey 
Adv. Agency and reportedly will give 
Grey a number of new products. The 
agency subsequently resigned its 5- 
Day deodorant account. Mennen’s 
tube shave creams and men’s talcs, 
also with some new products to be an- 
nounced later, were set at Warwick & 
Legler, Inc. 

On another new product note, Dona- 
hue & Coe, Inc., was named to test- 
market a special “over the counter” 
item from E. R. Squibb & Sons, Inc. 

Kastor, Hilton, Chesley, Clifford & 
Atherton, Inc., acquired the Water- 
man-Bic Pen Corp. account which last 
was at E. T. Howard Co., Inc. 

Candygrams, Inc., the new candy- 
by-wire operation, named Young & 
Rubicam, Inc., to its account after hav- 
ing left Reach, McClinton & Co. early 
this year. 

Sullivan, Stauffer, Colwell & Bayles, 
Inc., resigned the business of Salada- 
Shirriff-Horsey, Inc., which included 
such products as Salada tea and Junket 
custards. The resignation developed 
over product conflicts with other 
clients, according to the agency. 

Compton Adv., Inc., lost the Ivory 
Flakes business of Procter & Gamble 
to Grey Adv. Agency, but received a 
new P&G product. 

Anderson & Cairns, Inc., was named 
to handle the truck advertising of 
Volvo Import, Inc., the Swedish car 
organization which reportedly is also 
looking for an agency to handle its 
passenger models. 


Agency Branch 


Miller, Mackav, Hoeck & Hartung, 
Inc., Seattle agency handling the 


‘| © SPRINGFIELD 


Bardahl account, opened a New York 
subsidiary to service Bardahl distri- 
Boston and New York. 
Mrs. Jan Gilbert Stearns, formerly of 
Riedl & Freede which has held the 


eastern companies, is media director. 


butors in 


Directing account activities is Joseph 
Scanlan, formerly of Peters, Griffin 


& Woodward. 












STATION NETWORK 
and PERSONAL 
REPRESENT. ATIVE 


KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
WIMA-TV, Lima, Ohio 


WPEN-TV, Traverse City, 
Mich. 


235 East 46th St., New York 17, N. Y. 
PLaza 5-4262 
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BALTIMORE 
3-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 


BOSTON 
3-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 


ARB City-By-City Ratings July, 1959 


CHICAGO 
4-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 





t S. Border Patrol (CES) wysz-tv Sea Hunt (Ziv) WHDH-TVv Tue. 10:30 2 1. Highway Patrol (Ziv) wGN-tv Fri. 9:30 25.6 
Sur 9:30 SE. 17.4 2. Divorce Court (Guild) WHDH-TV Thu. 10 16.2 2. Sea Hunt (Ziv) wNeq Sun. $:30 20.8 
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11. Three Stooges and Popeye (Screen TOP FEATURE FILMS 
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TOP FEATURE FILMS Boston Movietime wez-Tv Wed. 5-6:45 ....12.0 € Best of CBS weeM-tTv Sat. 10-12:15 a.m 28.2 







































ae 3. Boston Movietime wez-Tv Thu, 5-6:45 9.8 “ erm ta pasa _ Bigg y a 
1. Early Show wsz-tTv Mon. 6-7:30 17.5 4. Boston Movietime wBz-Tv Mon. 5-6:45 vo BF ba 3 ~~ 
2. Late Show waz-tv Fri. 11-1 a.m. .. 16.1 5. Boston Movietime wez-Tv Fri. 5-6:45 won ee : Prestige Perf _——— a 
Tonight’s Best Movie WBAL-Tv Gun. 10:30-123 mid ei ++ TLS 
Sat. 9:30-11:15 ee. ; 15.3 5. Movie 5 wWNBQ Sun. 10-12 mid eccencewn 11.1 
4. Early Show wsz-tTv Tue. 6-7:30 . wae 15.0 7 ‘4 r ~ ~ 
5. Late Show wsz-1v Sun. 10:45-1 a.m. ....13.8 TOP NETWORK SHOWS TOP NETWORK SHOWS 
TOP NETWORK SHOWS eee, weeeeeeeé eer 1. Gunsmoke waEat-ry 3 
2. 77 Sunset Strip WHDH-TV ....... 34.6 2. 77 Sunset Strip WBKB 5 
1. Gunsmoke WMAR-TV = . . 31.8 3. Father Knows Best WNAC-TV ..... 28.6 What’s My Line WBBM-TV 2 
2. The Rifleman w3z-Tv Ses ere wands 30.6 . oo en ee ee 1 4. Father Knows Best WBBM-TV 24.2 
3. I've Got A Secret WMAR-TV > Gunsmoke Waee-st 4 . Tee, Se I ask voce ssc ndscnuul 23.4 
4. Desilu Playhouse WMAR-TV ba Naked City Wape~t 6. Loretta Young Presents WNBQ 22.9 
5. Whet’s My Line WMAR-Tv 7 The Rifleman WHDH-TV ».6 ?. Desila Plavheuse wneu-Tv ; 22.4 
6. Wagon Train wRat-TVv 8 M Squad WBE-TV wns ecceee 8. Alfred Hitehcock Presents WBBM-TV 215 
7. G.E. Theatre WMAR-TV : Welk’s Dancing Party WHDH-TV 9. Have Gun, Will Travel wBBM-TV -21.0 
8. Maverick w3z-Tv , ce ‘ 9. Loretta Young Presents wBZ-TVv 10. Arthur Murray Party WNBQ ........ 19.6 
8. Have Gun, Will Travel wMAR-TV 9 
9. TI Millionaire WMAR-TV .........+- 22.7 
. MINNEAPOLIS-ST. PAUL PHILADELPHIA 
LOS ANGELES 4-Station Report 3-Station Report 
joan Bae, (cneweek ratings) (one-week ratings) 
TOP SYNDICATED FILMS TOP SYNDICATED FILMS TOP SYNDICATED FILMS 
1. Mike Hammer (MCA) KROA Tue. 10:30 ...15.0 1. Death Valley Days (U.S. Borax) 1. Highway Patrol (Ziv) wnev-tv Tue 
A. Ben eR GRA WM. $0580 onc ccicicccens 15.0 weco-Tv Sat. 9:30 .. cre -.19.4 2. U.S. Marshal (NTA) WFIL-TV Mon 
2. Rescue 8 (Sereen Gems) KRCA Tue. 7 ..... 13.0 2. Highway Patrol (Ziv) KsTP-rv Mon. 9:30 ..17.4 3. Bold Venture (Ziv) wrov-Tv Mon 
Death Valley Days (U.S. Borax) KRCA 3. Ten-4 (Ziv) KSTP-TV Thu. 10:30 ........16.2 3. Flight (CNP) wri-rv Wed. 9:30 
Thu. 7 eae 11.3 4. Mr. District Attorney (Economee) 4. Sea Hunt (Ziv) woau-Tv Sat. 7 ......... 15.6 
4. Silent Service (CNP) KRCA Sat. 7 ... _.11.0 morp-Tv Wed. 10:30 .....ccccccee Sep 5. Adventures of Jim Bowie (ABC) WRCvV-TV 
5. Highway Patrol (Ziv) KTTv Thu. 8 ...... 9.6 5. U.S. Marshal (NTA) KSTP-TV Fri, 10:30 ..14.1 Fri. 7 ...-. sree reeeeeee TS 
5. Huckleberry Hound (Kellogg) KNXT 6. Huckleberry Hound (Kellogg) 6. Medic (CNP) WFIL-Tv 13.8 
ee ON. oe, « Pe a >. 4 9.6 wooo-Tv Tue. 6:30 kadvecccvedesecceltdd 7. Rescue 8 (Screen Gems 6 
6. Seven League Boots (Screen Gems) 7. State Trooper (MCA) KSTP-TV Tue. 9:30 13.9 8. San Francisco Beat (CBS) wriL-Tv Sat. 10 3.3 
KCOP Mon. 7 . = — ae ae 8. Badge 714 (CNP) KsTP-TV Mon. 10:30 ..13.6 9. Death Valley Days (U.S. Borax) 
g. Union Pacifie (CNP) xnca Mon. 7 ....... 9.2 9. Harbor Command (Ziy) KstTP-Tv Tue. 10:30 12.7 WROV-TV Mon. 7 . se ceeeeed 2 
8. Flight (CNP) KRCA Wed. 10:30 ome 8.7 10. Flight (CNP) KsTP-Tv Wed. 9:30 ........12.1 10. Walter Winchell File (NTA) WFIL-TV 
9. Dick Powell Theatre (Official) KNXT Tue. 8 7.5 11. Sea Hunt (Ziv) wron-Tv Thu. 9 row ene Mon. 10 tenet eee eee ween eee neee 117 
RO. Ta F SS es TE, Bn cctceicocscs BS 2. Rescue 8 (Screen Gems) woco-Ty Fri. 7:30 10.3 10. Tugboat Annie (ITC) wriL-tTv Sun. 6 .....11.7 
10. San Francisco Beat (CBS) KTTV Sat. 8:30 7.3 13. Mackenzie’s Raiders (Ziv) KsTP-Tv Sun. 9:30 9.4 1. Popeye (UAA) writ-zv Me. 6 .. - «okie 
11. Mr. Adams and Eve (CBS) KNXT Sun. 7:30 6.7 14. New York Confidential (ITC) woco-Tv Tue. 7 9.2 12. If You Had a Million (MCA) wrev-TVv 
12. State Trooper (MCA) KHIJ-TV Mon. 8 .... 6.6 15. Popeye (UAA) woco-Tv M-F 5:30 ...... 6.9 moe: 9; tees POTTTiIyTt rT TT 11.2 
13. U.S. Border Patrol (CBS) writ-rv Thu. 10 10.8 
TOP FEATURE FILMS > Rr . 
TOP FEATURE FILMS TOP FEATURE FILMS 
1. Channel 9 Movie Theatre KHJ-Tv 
Mon. 9-10:20 eas 22.2 1. Your 9 O'Clock Movie KMsP-Tv Wed. 9-10:30 12.0 1. Worlds Best Movies WFIL-TV 
2. Fabulous "52 KNXT Sat. 11-1 a.m 13 2. Movie Spectacular wrcn-Tv Fri. 10:45-2 a.m seaicintia tata cuneue 13.4 
3. Early Show KNXT Mon. 6-7 peas eHes 6 Fri. 10-12:15 a.m. .....--eeeeeees --10.3 2. Movie 3 wrcev-TVv Sat. 11 2.2 
4. Channel 9 Movie Theatre KHJ-TV 3. Movie Spectacular WTrcN-TvV Thu. 10-12 mid. 9.6 3. Early Show weav-Tv Mon 10.2 
Wed. 9-10:30 Awe ‘ . oe 4. Your 9 O'Clock Movie KMsP-TV Tue. 9-10:30 9.3 4. Early Show wcavu-Tv Thu. 5:30-7 .......- 10.1 
5. Channel 9 Movie Theatre KHJ-TV 5. Movie Spectacular WTCN-TV Tue. 10-11:30 . 8.9 5. Early Show wcoau-Tv Wed. 5:30-7 ....... 9.6 
Tue. 9-10:30 owe ‘ os Wen 
TOP NETWORK SHOWS TOP NETWORK SHOWS TOP NETWORK SHOWS 
1. Gunsmoke KNXT clerhiebelautse's ace mara eel 1 1. I’ve Got A Secret wcco-TV ........ oe fl 1. 77 Sunset Strip WFIL-TV ..... .. 44.0 
2. Have Gun, Will Travel KNXx1 30.0 2. Gunsmoke WCCO-TV .......... 28.2 2. Allfred Hitchcock Presents wcavu-Tv .......33.4 
3. Father Knows Best KNXT 28.4 3. What’s My Line weco-rv 2 3. Gunsmoke WCAU-TV te scone 
4. The Rifleman Kapc-tTv 25.5 4. The Price Is Right KsTP-TVv .22.3 4. The Rifleman WFIL-TV 4 0 + 6'6's:nie eee 
5. 77 Sunset Strip KABC-TV 25.2 5. Masquerade Party KSTP-TV ............... 21.4 5. Maverick WFIL-TV ‘ rere rr. 30.0 
6. Wagon Train KRCA 24.6 6. Wagon Train KSTP-TV .......... 21.2 6. I’ve Got a Secret WCAU-TV . 5 ; cece cen 
7. Alfred Hitchcock Presents KNXT 24.0 This Is Your Life KsTP-TVv 20.2 7. Naked City WFIL-Tv oces 
8. The Real McCoys Kanc-Tv 23.8 8. Arthur Murray Party KsTP-TVv 18.9 8. Loretta Young Presents WROV-TV 
9. Peter Gunn KRCA 22.6 8. The Best of Groucho KSTP-TV ......... 18.9 9. Lawman WFIL-TV wae 
RO. Biastams RMS 2.0... cc ccccccn 21.5 9. To Tell The Truth wcco-Tv ............ 18.5 10. Welk’s Dancing Party wFiL-Tv 
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ARB City-By-City Ratings July, 1959 


CINCINNATI CLEVELAND DETROIT 


3-Station Report 4-Station Report 
(one-week ratings) (one-week ratin (one-week ratings) 
TOP SY NDICATED “FILMS TOP SYNDICATED FILMS TOP SYNDICATED FIL MS 

















1. Mike Hammer (MCA) wkre-Tv Wed. 9% 22.8 " 4 
25.6 9. Highway Patrol (Ziy) wkRce-rv Sat. 10:30 21.5 1. Decoy (OMcisl) Krw-tv Mon. 7 .........19.8 1. Divorce Court (Guild) waeK-ty Wed. 7 ( 
20.8 3. U.S. Marshal (NTA) wepo-Tv Sun. 9:30 20.7 2. Dial 999 (Ziv) wews Tue. 10:30 vee DTT 2. Dr. Hudson's Secret Journal (MCA) 
4. U.S. Border Patrol (CBS) wcPro-TV 3. Cannonball (ITC) Kyw-Tv Wed. 10:30 . 15.8 wws-Tv Tue. 10:30 
‘ Beh. 10:30 cccccosee e eee |e 1. Sea Hunt (Ziv) wsw-tv Sat. 7 .... vee TAT $. U.S. Marshal (NTA) wws-tv Wed. 106 
17.1 5. Rescue 8 (Screen Gems) WLW-T Wed. 10:30 16.3 5. Colonel Flack (CBS) Krw-tv Tue. 10°30 ..12.1 4. Death Valley Days (U.S. Borax) 
154 6. SA 7 (MCA) WLW-T Tue. 10:30 .. a 15.4 6. Highway Patrol (Ziv) waw-tv Sun. 7 ....10.6 wws-Tv Mon. 7 
147 t. Huckleberry Hound (Kellogg) wcro-Tv 7. Popeye (UAA) KYW-TV M-F 5 ...........10.0 5. Official Detective (Famous Films) 
12.6 Wed. { nie ey er re ee 14.1 8. Annie Oakley (CRS) wiw-tTv Sat. 6 «eee 9.9 WXyz-Tv Thu. 10 8.9 
2.6 8. Three Stooges (Screen Gems) WCPO-TV 9. Three Stooges (Screen Gems) wkws M-F 6 9.8 6. Medie (CNP) waeKk-tv Fri. 7 8 
12 4 M Tu F 6 BD cccncssesese . 10 Bold Venture (Ziv) KYW-TV Sat 10:30 . 9 7 7 Bold Venture (Ziv ] WXYz-TV Tue “ “ 5.0 
10.5 8. Bold Venture (Ziv) WLW-T Mon. 10:30 ....13.9 10. Death Valley Days (U.S. Borax) 7. Cannonball (ITC) wxyz-tv Fri. 10:30 .. 8.0 
9. Decoy (Official) WLW-T Sun. 10:30 ........ 13.5 Wiw-Tv Sat. 10:30 ... ececccocoscs 9.7 8. New York Confidential (ITC) wanKk-1v 
108 . Sek Ser Adveens (Bagnall) wLw-T 11. Casey Jones (Screen Gems) Kyw-Tv Sat. 6:30 8.7 Fri. 10:30 g 
9.4 ; Wed. 7 : : y. a . _.13.2 12. Superman (Kellogg) KYW-TV Mon. 7 ....... 8.0 9. Superman (Kellogg) CKLW-TV Wed. { 0 
’o4 11. Danger Is My Business (CNP) wiLw-T Mon. 7 11.6 12. Terrytoons (CBS) wiw-tTv Sat 11:30 a.m. 8.0 10. Little Lulu (NTA) wsBK-tTv Sur 12 
11. Woody Woodpecker (Kellogg) 13. New York Confidential (ITC) waw-tv Tue. 8 7.3 10. Championship Bowlir (Schwin 
8.1 Wee-ae Dee, © o innccaccesaces reeetE WXYZ-TV Sun. 12 n 8 
lt : eckensie’s Raiders (Ziv) wk Tv Tue. 7 10.1 : : a 16. Decoy (Official) wxyz-Tv Thu. 7 8 
Se nek can quae nan aan aaa TOP FEATURE FILMS 10, Suttcbery Meend Geliegs) cuce-r: 
2 Thu. 7 8 
TOP FEATURE FILM 1 Academy Award Theatre KYW-TV 11. Popeye (UAA) CKLW-TV Mon.-Sat 5.4 
28.2 Sun. 10:30-12:45 a.m. . : oe 16.5 
124 1. Home Theatre WKRC-TV Sat. 11:15-2 a.m. . 9.5 2. Early Show Kyw-tv Thu. 5:30-7:30 .......15.3 TOP FEATURE FILMS 
11.6 2. Gold Cup Matinee wLW-T Wed. 5-6:30 .... 8.6 3. Early Show KYw-Tv Mon. 5:30-6:45 ......11.7 
3. Gold Cup Matinee WLW-T Thu 8.3 4. Masterpiece Theatre WJw-Tv Sun. 5-7 10.9 1. Five Star Feature wxBk-Tv Tue. 7-8:30 
11.5 4. Sunday Theatre wcoro-Tv Sun. 4-5 a 7.8 5. Best of Hollywood KYW-TVv 2. Million Dollar Movie cKLW-TV Mon. 7:34 
LI 5. Ladies Home Theatre wKRc-rv Tue. 5-6:15 7.¢ Sat. 11:15-1:15 a.m. ......-+4. ++++ 9.9 3. Million Dollar Movie CKLW-Tv Tue. 7:30-9 7.0 
4. Million Dollar Movie cKLW-Tv 


TOP NETWORK SHOWS TOP NETWORK SHOWS : eid St Gauci ae Os 













1 77 Sunset Strip WCPO-TV ..cccccceccess 
. . 2. The Rifleman wcro-tv 7 1. Loretta Young Presents KYW-TV TOP NETWORK SHOWS 
pe 7 8. Gunsmoke WKEC-TV .......cccccccceces 3 2. Peter Gunn KYW-TV 
oa 4. Wyatt Earp WCPO-TV ..........ccccee: 30.0 3. Wagon Train KYW-TV 1. The Rifleman wxyz-tv 
‘a ‘4 5. The Real McCoys Wcro-TV ........ woe 29.4 4. The Real McCoys wews 2. Peter Gunn wws-tTv of 
a 9 6. Wagen Tralm WELW-T ...cccccccccccccces 28.9 5. The Rifleman wews é 3. 77 Sunset Strip wxyvz-tTv 27.8 
Y- ‘ 7. Peter Gunn WLW-T 7.6 6. Desilu Playhouse wsw-TVv 4. I've Got a Secret WIBK-TV 25.5 
Pe 8. I've Got A Secret WKRC-TV 7. Maverick wews anadesin 5. The Price Is Right wws-tTv 24.4 
: 9. Have Gun, Will Travel wkarc 8. Restless Gun KYW-TV ........ 6. Naked City wxyz-Tv 22.8 
10. Bat Masterson WLW-T ........cccccces 9. Gunsmoke WJW-TV ° 7. Playhouse 90 wsJBK-TV 2 
10. Have Gun, Will Travel wiw-tv an 23.3 8. Joseph Cotton wws-Tv 22 
PITTSBURGH 9. Wyatt Earp wxyz-Ttv .. 22 
10. Aleoa Presents WXYzZ-TV 21.4 
3-Station Report 
(one-week ratings) SAN FRANCISCO a ee 
TOP SYNDICATED FILMS 4-Station Report WASHINGTON 
1. State Trooper (MCA) KDKA-Tv Sat. 10:30 ..21.2 (one-week ratings) 4-Station Report 
2. Silent Scrvice (CNP) KDKA-TV Sat. 11 ....16.7. TOP SYNDICATED FILMS (one-week ratings) 





212 San Francisco Beat (CBS) wiic Tue. 10:30 16.3 TOP SYNDICATED FILMS 























. 16.3 4. Sea Hunt (Ziv) KDKA-TV Tue. 8 .........15.0 1. Sea Hunt (Ziv) KRON-TV Tue. 7 ... -21.6 
. 16.0 5. Death Valley Days (U.S. Borax) 2. Highway Patrol (Ziv) KRON-TV Tue. 6:30 ..19.5 1. Mike Hammer (MCA) wre-Tv Tue. 10:30 
. 16.0 KDKA-TV Thu. 7:30 ihn Rae eae eho“ ee 14.0 3. San Francisco Beat (CBS) KPprx Sat. 7 2. Feature Festival wre-tv Sat 
. 15.6 6. Huckleberry Hound (Kellogg) KDKA-TV 4. Divoree Court (Guild) KRON-Tv Sat. 6 .. WMAL-Tv Sun. 6 
Bem. 6530 .. wccecessesceses 6 5. Rescue 8 (Sereen Gems) KRON-TV Wed. 6:30 12.6 2. Silent Service (CNP) wmat-tv Sun. 7 13. 
15.4 7. Decoy (Official) KDKA-TV Tue 2.4 6. Bold Venture (Ziv) KRON-TV Thu. 6:30 ..12.4 3. 26 Men (ABC) wmaL-tv Sun. 6:30 
13.8 8. Plight (CNP) KDKA-TVv Fri. 8:3 or 3 6. U.S. Marshal (NTA) KRON-TV Thu. 7 ....12.4 1. Big Story (Flamingo) wrre Fri. 10:30 1.8 
13.6 9. Bold Venture (Ziv) wiic Wed. 10:30 11.5 7. State Trooper (MCA) KPIX Thu. 7:30 . 11.7 5. U. S. Marshall (NTA) wro-tv Wed. 10:30 .11.4 
13.3 10. Popeye (UAA) wito Sat. 9 a.m. .......... 10.9 8. People’s Court (Guild) KRON-TV Sun. 5 ..11.1 6. Highway Patrol (Ziv) wror-try Sat. 7 ( 
1l. Highway Patrol (Ziv) wire Tue. 7 ....... 8. Death Valley Days (U.S. Borax) KPrx 7. Death Valley Days (U. S. Borax) 
12.1 12. SA 7 (MCA) wito Sun. 10:30 .........6. Bat. 10280 wnccccccccccveses ° -82.8 wre-Tv Mon. 7 16.7 
13. Championship Bowling (Schwimmer) 9. Popeye (UAA) KRON-TV M-F 5:15 ....... 10.3 8. Sea Hunt (Ziv) wmMat-tv Thu. 10 8.7 
117 Was Beh, GS ccccccavsiddsaseudsestoeens 9.6 10. Mackenzie’s Raiders (Ziv) KPIX Tue. 8 ...10.0 §. Decoy (Official) wror-tv Mon. 7 8 
11.7 14. The Honeymooners (CBS) wiic Sat 9.5 11. Navy Log (CBS) KRON-TV Mon. 7 .... - 9.8 10. Gray Ghost (CBS) wre-tv Wed. 7 7.9 
11.4 15. Superman (Kellogg) KDKA-TV Wed. 6:30 .. 8.9 2. Huckleberry Hound (Kellogg) KTVt 10. Rey Rogers (Roy Rogers Synd.) 
Wed. 6:30 +e ntedg's ha 606 te tue - 9.1 WMAL-TVY Thu. 7:30 7.9 
11.2 > EE : 13. Dial 999 (Ziv) KRON-TV Tue. 10:30 ... 8.0 11. Medic (CNP) wrTc Mon. 9:36 7.7 
10.8 TOI FEATURE FILMS 12. Soldier of Fortune (MCA) wMaL-tv Sur 7.4 
1. Gateway Studio Presents KDKA-TV 12. Bold Venture (Ziv) wre-tTv Sun. 10:30 7.4 
Blom. 21:25-1530 Gm. ..cccccccescccecs 20.0 ”y 
2. Gateway Studio Presents KDKA-TV TOP FEATURE FIL! TOP FEATURE FILMS 
Pel. BUsBS-E GM. cccccwcecesesescvees 17.0 7 
134 3. Gateway Studio Presents KDKA-TV ye a a yo wlgel = ad a cot om - - 1. Five Star Feature wrre Fri. 8-9:30 s 
"122 Wet. 12508-2280 OM. 5 csccesccass r,t . my f com P oer bs “g ~ oo - est a 2. Feature Festival wro-tv Sat 
102 4. Million Dollar Movie wrae Sun. 9-11:00 ..12.6 i oe : : =a : etchey ak ae —- sa 11:15-1:45 a.m 6.4 
10.1 5. Gateway Studio Presents No. 1 KDKA-TV “es - a = st “i “ pers pgeing - : 3. Playhouse 5 wrtc Sat. 10:30-12:30 a.n 
96 Sam. 32290-02586 OM. .ecccssencsies eB . ay oe ee oe, Peers . 3. Early Show wropr-ty Tue. 5-6:30 6 
5. Pie for Sunday Afternoon KDKA-TV Sun. 3-5 11.7 i. Early Show wrop-tv Mon. 5-6:30 


TOP NETWORK SHOWS TOP NETWORK SHOWS TOP NETWORK SHOWS 











44.0 1. Desilu Playhouse KDKA-TV 7.1 1. Wagon Train KRON-TV ic neiienned # - 30.0 1. 77 Sunset Strip wWMAL-TV ».1 
. 33.4 2. Gunsmoke KDKA-TV ..........- 7 2. 77 Sunset Strip KGo-TV 9. Gunsmoke wroe-tv . e 
3. Father Knows Best KDKA-TV TTT? | 3. Alfred Hitchcock Presents KPIx 3. Peter Gunn wre-Tv 28 
4. Have Gun, Will Trayel KDKA-TV ..... 30 4. The Rifleman kKGoO-TV i. What’s My Line wrop-tv 26.9 
5. What’s My Line KDKA-TV 5. Peter Gunn KRON-TY 5. Loretta Young Presents warec-Tv 
6. 77 Sunset Strip wTaE 6. Mayerick KGO-TV ...... 5 6. Have Gun, Will Travel wror-tv 
7. Name That Tune KDKA-TV 7. Gunsmoke KPIXx , . cptasegeede 26.4 7. Wagon Train wWrRc-TV 23.8 
8. Joseph Cotton KDKA-TV 8. Wednesday Night Fights KGo-Tv .........25.7 8. Maverick WMAL-TV ... 23. 
8. I've Got a Secret KDKA-TV 9. Cavaleade of Sports KRON-TV ........ ..25.4 8. The Real McCoys WMAL-TV 23. 
9. The Rifleman WTAE ........ 10. Father Knows Best KPIx 2 9%. Alfred Hitcheock Presents wror-Tv 
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REVERE CAMERA CO. 


(Keyes, Madden & Jones, Inc., 
Chicago) 

This firm, which first entered tv spot 
last spring with a four-market test, is 
reportedly ready for a fall campaign in 
the six top markets. The start will 

be late next month for about 10 weeks. 
Nighttime minutes will run. Virginia 
Russett is the timebuyer. 


REVLON, INC. 
(Mogul, Lewin, Williams & Saylor, 
inc. Mh. 2) 


As a preface to the fall network-activity 
season, Revlon got some four-week place- 





Elisabeth Beckjorden, station, network and personal representative was hostess ments of day and night minutes under 
“ : ge way this month in top markets for both 
at a luncheon for a group of television executives recently on the French Line’s HI’N-DRY deodorant and TOP BRASS 
S.S. Flandre. Shown clockwise are Warren Pfeifer, French Line; Bates Halsey; paises pF se ge sages gree oar 
. 72 . , . ° . ° 3 averaged about six spots per week per 
Bill Finkleday, vice president Showcase Productions; Miss Beckjorden; Don station. Ed Tashjian is the timebuyer. 


Mercer, director station relations NBC and Frank Townshend, vice president 
Campbell-Ewald. SCHICK, INC. 
; (Benton & Bowles, Inc., N. Y.) 


In connection with a widely-heralded $3- 
million (a!l media) campaign for its 
three-speed -haver, Schick set placements 
of evening and night minutes in a great 
many top markets to start throughout 
the latter part of this month. The 
schedules will run until just before 

: : Christmas, or for about 18 weeks, with 
STORIES THAT me : both the men’s and ladies’ shavers 
featured in the films. Sam Haven is the 
timebuyer. 


SHOCK A NATION 
TAKEN FROM THE 


FRONT PAGES OF —, oo aoa sie NEON 
LEADING . ‘ se WINE ADVISORY BOARD 


NEWSPAPERS! — STARRING (Roy S. Durstine, Inc., S. F.) 


PAUL STEWART Next month will see the start of schedules 
on various kinds of wine in about 

15 top markets. Minutes and 20's 

generally run until the holidays, then 


DISTRIBUTED BY FLAMINGO TELEFILM SALES, INC. pee after gg . .- year for an 
221 West 57th Street, N.Y. JUdson 6-7040 i es bas ae 








ALL DAY...ANY DAY survey-proved WIBW-TV 
That's Yee TOPS ALL COMPETITION 


NOBODY FROM NOWHERE 


Can Saturate @ WIBW-TV is the ONLY station in Topeka—the 2nd largest market in Kansas; 
TOPEKA @ Serves 38 rich rural and urban counties (Telepulse) with 349,300 set count; 
like Share of Audience 
WIBW-TV 7:45 a.m.—12.N 12 N.—6:00 p.m 6 p.m.—Mid. 
SATURATES TOPEKA in Area (Telcpulse) 57.0% 50.3% 51.1% 
In Topeka (Nov. ‘58 ARB) 33.9% 42.5% 38.0% 


e From sign-on to sign-off WIBW-TV has practically TWICE the audience of either the 
second or third station that can be seen in metropolitan Topeka; (Nov. ‘58 ARB) 
e In the top 15 Once-A-Week Shows, WIBW-TV had an average rating of 37.69%. 


WIBW.-TV...CBS, NBC, ABC...Channel 13... TOPEKA, KANSAS 








REPRESENTED BY AVERY-KNODEL, INC. 


74 August 24, 1959, Television Age 








































Neti 
dous 
scen 


or § 
prec 
pro 
had 
tern 
Altl 
pro 


find 


acct 


app 
say: 


clot 
as | 
bile 
ext 
or 

enc 


full 


pai 


Mr 


twe 


tiv 














































is 








(Continued from page 41) 


Mogul 


Network programming has a tremen- 
dous amount of waste behind the 
scenes.” 

Whether it has operated in network 
er spot television, MLW8&S (and its 
predecessor, the Emil Mogul Co.) 
proudly points out that it has never 
had an unsuccessful campaign, in 
terms of sales, in the medium. 
Although holding that the advertised 
product must “fit” tv, the agency is 
finding out that virtually all of its 
accounts fall into this category. 

“Anything that possesses a mass 
appeal should sell on_ television,” 
says Mr. Mogul. “We're using it 
for such ‘fashion’ items as men’s 
clothing and women’s shoes, as well 
as for cosmetics, foods and automo- 
bile mufflers. If a product is not 
extremely high in price or in style, 
or designed to have a limited audi- 
ence appeal, we can sell it success- 
fully on tv.” 

To help insure successful cam- 
paigns for the agency’s 58 clients, 
Mr. Mogul meets with the plans 
board each Monday morning in one 
of two conference rooms at the 625 
Madison Avenue offices. Strategy on 
two or three accounts is discussed at 
each meeting. Specific problems are 
then worked over by the creative 
group, consisting of the heads of the 
various departments and the copy 
and art men on each account. Crea- 
tive plans are submitted to Mr. 
Mogul for approval and revision. 

Recognized by his associates as one 
of the vital members of the agency’s 
creative team is Myron Mahler. With 
the company since 1943 when he 
started as a copywriter, Mr. Mahler 
began the climb to his present direc- 
torial post by creating a “singing 
commercial” for the National Shoe 
Stores account. (“National shoes 
ring the bell.”) Since that first ef- 
fort, he has written both words and 
music for such jingles as “Ride with 
Pride with Rayco,” “Man, Oh, 
Manischewitz,” the “Top Brass for 
Men” march and the current Revlon 
Hi-And-Dry commercial 
which features three models singing, 
“We look alike, we dress alike and 
now we even think alike.” 


deodorant 


In addition to his jingle work, Mr. 
Mahler closely with the 
artists and writers on each account 
using broadcast, sits in on recording 
sessions and generally attends com- 


works 


mercial filmings to add ideas until 
the final product is set. 

As a great number of the MLW&S 
accounts are using music and 
jingles in both tv and radio, Mr. 
Mahler feels that in this agency’s 
case, it’s better to have a writer 
within the company than to farm 
out each assignment to a professional 
jingle firm. “I doubt,” he says, 
“that an outside company would 
know the problems and copy themes 
as intimately as a writer who has 
worked with the accounts from the 
Certainly they could be 
in time, but our method 
faster and far 
nomical.” 


beginning. 
learned 


seems more eco- 


Commercial Ideas 


Mr. Mahler’s 


intra-agency creation extends toward 


predilection for 


the production of tv commercials as 
“We have 


given various film companies oppor- 


well as musical jingles. 


tunities in the past to be ‘creative,’ ” 
he noted. 
storyboards 


“They prepared complete 


which were submitted 


‘with ours to the client without names. 


In every instance, the agency’s work 
was preferred. 

“While film producers do claim 
to want active participation in the 
creative aspects of a film, we find 
even with animators that they can 
usually add just the little touches 
that improve an already good prod- 
uct. Here, we work out a storyboard 
sometimes second-by-second for a 
minute commercial. We know ex- 
actly what is desired in nearly every 
frame of film, and we know what is 
not wanted. The outside producer 
often works for several competitors 
in the same field and invariably will 
give all their commercials the same 
‘feel. We avoid this by knowing 
each client’s aims and specific prob- 
lems.” 

The lack of an “agency image” is 
noticeable of films 
clients by 


in the variety 
produced for video 


MLW&S. “What we do,” 


said Jeanne 
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Harrison, executive tv-radio pro- 
ducer, “is try to be creative for 
client, rather than for our- 
selves. We do not attempt to come 


up with one ‘new’ technique or idea, 


each 


then mold each client’s advertising 
to fit it. 
metic commercials call for an en- 
tirely different approach than the 
ones we do for Bonomo’s Turkish 
Each 


account, we believe, is entitled to a 


For instance, Revlon’s cos- 


Taffy or Rayco seat covers. 


creative approach best suited to sell 
its product.” 

Miss Harrison, one of very few 
women producers in the agency 
world and a veteran of 11 years’ 
work on Boston Blackie, Cisco Kid 
and other films at Ziv, stressed. the 
fact that the agency does not hesi- 
tate to use new techniques and proc- 
esses. “We use them,” she said, 
“when they are best for the over-all 
production, not just for their own 
sake.” 

As examples, she noted that 
MLW&S was the first to use a new 
infra-red process at one film studio 


to provide location-like backgrounds 
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for a Revlon Satin Set commercial ; 
also, that tape is being used for a 
number of clients’ commercials at 
present and its use is increasing 
“more and more.” 

credited at the 
agency with enabling several adver- 


Video tape is 


tisers who could not use the medium 
previously to enter it with good 
“Take Howard Clothes,” 
said Les Dunier. “With changing 
fashions and a wide line of merchan- 


results. 


dise, it would be far too expensive 
to prepare films for a campaign in 
But this fall, we'll 


be making new tape commercials 


several markets. 


almost every week for them.” 

Several of the executives were en- 
thusiastic over a current test con- 
ducted for some new Esquire prod- 
ucts via taped commercials. Working 
with WISH-TV Indianapolis and a 
local personality, minute spots were 
taped in a few days’ time, flown to 
New York and screened for approval 
and returned to the market for an 
eight-week run. The test was not 
only successful enough to warrant 
second and third schedules for other 
products, but the tape spots provided 
ideas and improvements for future 
film commercials. 


Commercials $500 


“The important thing,” said Les 


Dunier, “is that the commercials 
were done at about $500 each and 
were thoroughly suitable for the test. 
Admittedly, film commercials might 
have been better, but in this in- 
stance—a one-market test of a new 
and different product—the cost of 
film spots wasn’t warranted.” 

The Esquire shoe products made 
by Knomark Mfg. Co. were recently 
acquired by Revlon, Inc. (Esquire 
had been in the agency some 15 
years). Both the shoe polish and the 
cosmetic lines are under the supervi- 
sion of Richard Lockman. Mr. Lock- 
man’s past experience includes top 
advertising and marketing posts with 
Bourjois-Chanel and The Mennen Co. 

In addition to being one of 10 
principal stockholders in MLW&S, 
Dick Lockman serves: on the execu- 
tive committee and the board of di- 
rectors and heads up the agency’s 


new business operation. The cam 
paigns in which he has been most 
active of late are the “Man In Com. 
mand” series for Esquire boot polish 
and the “Top Brass” ads for Revlon’s 
hair dressing, its first entry into 
men’s grooming products. 

“Neither campaign was born over- 
night,” he says. “In the case of Top 
Brass, we began work several years 
ago by submitting thousands of pos- 
sible names for the product. We 
studied the field and realized that 
other makers of feminine cosmetics 
had also offered men’s lines, with 
little success. We knew our product 
was going to be higher priced than 
the average and had to get across a 
‘trading up’ idea. In close coopera- 
tion with Revlon, we worked on the 
entire advertising and merchandising 
program for the product. 

“In spring 1957 we were ready to 
enter three test markets with tv, radio 
and print ads. For broadcast, Myron 
Mahler had done the “Top Brass for 
Men” march theme which actually 
sets the copy platform to music.” He 
hummed a few phrases. “Top Brass 
for men . . . keeps hair in place ... 
fights dandruff hour after hour! Like 
most of our jingles and copy, there’s 
no puffery or extraneous matter.” 

After the initial tests, Mr. Lock- 
man and other account men traveled 
to the markets to personally investi- 
gate the results and reactions. In 
March 1958 the product went into 
national distribution. It is advertised 
both through network and _ spot 
schedules. 

“Esquire shoe polishes moved out 
of network into spot for several rea- 
sons,” Mr. Lockman 
“One, as Mr. Mogul stated. was the 


problem of ever-increasing network 


points out. 


costs. Also, the line had“grown so 
wide—what with children’s polishes, 
men’s and women’s, various acces- 
sories. etc.—that we found we could 
get better exposure by rotating the 
films for the different products in 
spot markets. Our first spot cam- 
paign last spring went so well that 
we're expanding greatly this fall, 
with schedules set for the top 50 


markets.” 
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The initial creative process on the 
Esquire and Revlon accounts calls 
for a meeting when Mr. Lockman, 
the account executives, and the copy- 
writer, art director and tv producer 
on each account throw ideas at one 
another. 

“Often we'll start with an idea 
from Revlon,” Mr. Lockman says. 
“At other times, we'll start fresh 
and work up ideas to offer the client. 
For instance, we have submitted long 
lists of new product ideas, as well 
as various advertising approaches. 
“In this 


which I find one of the most exciting 


initial-planning _ stage, 
parts of the business, we think it 
works most efficiently when everyone 
in on it is familiar with the account 
problems. I’m 


and its against 


‘brainstorming’ where anybody is 
asked to say the first idea that comes 
to mind. A lot of time is spent in 
explaining why certain ideas just 
aren't applicable. The important 
thing is that we do work as a creative 
team, but we make sure the team will 
be creative.” 

Along with the new campaign to 
gain prestige for Howard clothing 
stores and the successful efforts to 
promote a_higher-priced-than-usual 
men’s hair dressing and shoe polish 
(Top Brass sells for $1 vs. competi- 
tors brands at 69 cents; Esquire 
polishes are 25 cents vs. other brands 
at 10 or 15 cents), another MLW&S 
client recently embarked on a 
prestige program. 

“Rayco has been a successful tv 
advertiser for its seat covers, con- 
vertible tops and mufflers for a long 
time.” said account supervisor and 
vice president Bernard Kramer. “It’s 
one of the largest week-in, week-out 
spot users in New York, we believe. 
About 60-65 markets are used con- 
sistently in its campaigns, and sales 
in the markets are good. 

“What we felt should be made 
known to the public, however, is the 
fact that Rayco is far more than a 
‘shop on the corner’ operation. The 
company makes its own products, 
guarantees custom-fitted work, has its 
own training school for installation 
techniques and offers service as well 
Tv. which 


as an excellent product. 








had boosted sales for us with spot, 
also could do an institutional job, 
we thought.” 

The first step in Rayco’s new ad- 
vertising approach was to take a 
summertime buy of a top-rated Sun- 
day night news program on WRCA- 
Tv New York. With an opening and 
closing billboard and two commer- 
cials in the quarter-hour show, the 
company had ample time to get its 
message over. Live, filmed and 
taped commercials were used. After 
the first few weeks, Rayco found the 
results rewarding enough to add a 
second late night news program in 
Los Angeles. Similar quality shows 
in other markets are being sought. 


Most of Money in Tv 
“Rayco will continue its spot 
schedules along with the programs, 
and will continue putting the largest 
percentage of its budget into tv,” 
says Mr. Kramer. “The firm is add- 
ing markets steadily and could well 
become a network advertiser in two 


years.” 
Still another MLW&S account 
which has grown _ continuously 





through tv spot advertising is 
Bonomo’s Turkish Taffy. Account ex- 
ecutive Harold Balk noted that video 
had enabled the product to expand 
from one market in 1956, to nine in 
1957, to 23 in 1958 to more than 
“More than 99 per 


cent of the Bonomo budget goes into 


40 this year. 


kid-show spots and participations. 

“Television is the only way to 
sell the product to children,” says 
Mr. Balk. “But it’s not an automatic 
process. We must get shows in the 
right time periods to reach the ma- 
jority of our market—the school-age 
children. 

“When we get the programs we 
want—and it’s dificult with automo- 
bile dealers, household cleaners and 
others now using children’s programs 
along with toymakers and other 
candy companies—we have to tailor 
our commercials carefully for the 
youngsters. 


“Bonomo’s taffy has a number of 
selling points that must be brought 
out. For instance, it’s available in 
four flavors, comes in six-packs in 
the supermarkets, costs only a nickel 


with a properly conceived, 


strategically placed Service-Ad 


selling by helping people buy 
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and must be eaten in a certain way: 
the solid bar has to be broken into 
bite-size pieces. (‘Smack it and 
crack it’ is our copy line.) All this 
has to be brought out in an enter- 
taining way for the kids.” 

Bonomo, which began using tv in 
1947, currently runs animated min- 
utes to hold the children’s attention 
and make its points. Graphic ideas 
are used, with the story line kept 
simple. Mr. Balk points out the 
films’ effectiveness by noting that 25 
European candy makers who spoke no 
English understood the spots com- 
pletely when they viewed them dur- 
ing a recent seminar. Live-action films 
and live “personality” spots are also 
employed. 

Merchandising plays an impor- 
tant part in the Bonomo advertising 
picture, with both Hal Balk and 
merchandising director Jules Len- 
nard noting that the highly competi- 
tive situation in tv at present has 
resulted in stations generally offer- 
ing less in the way of merchandising 
aid. 

“Most merchandising plans need 
greater flexibility,” said vice presi- 
dent, director of marketing-merchan- 
dising Lennard. “A plan is only good 
if it offers something the client can 
use. We realize, however, that the ma- 
jority of tv stations are not in the 
merchandising business. Therefore, 
we make our buys first and then 
investigate the merchandising possi- 
bilities.” 

In voicing a forecast for MLW&S’s 
future, Emil Mogul stated that the 
merchandising, research and other 
“service” departments of the agency 
have lately achieved a recognition 
that, while deserved, tends to over- 
shadow the contributions of other 
areas. “The great volume of adver- 
tising reaching consumers today,” he 
said, “means that, above all else, our 
clients’ commercial ideas must be 
better than good to stand out. 

“We try never to lose sight of the 
fact that imagination must be applied 
to advertising, but that a strong 
selling job must also be done. There 
can be no extremes, no use of a tech- 
nique or approach to please our- 
selves or professional critics of adver- 
tising. First must come the creative 
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Wolff (Continued from page 46) 


All the viewer has to do is twist the 
dial. Because of this “thin line” 
walked by the commercial, it can’t 
afford to waste a second or a word. 

Another mark for the tv salesman 
is that he can demonstrate products 
or selling points not possible in home 
selling. He can have the whole family 
share a ride in a new Ford. He can 
explore the insides of a new Westing- 
house dishwasher, he can prepare an 
enticing cup of Ehler’s coffee or serve 
up a tasty Farm House pie—but he 
should be engaged in doing this to the 
person, not to the mass. 

If you were choosing and training 
a personal rep to go into the home 
of the customer, what would he be 
like? Are the same points in training 
the man involved in preparing the 
commercial? Of course they are, for 
the personal salesman is interested 
in making a sale through being per- 
sonal; and so is the commercial. Let’s 
take a brief glimpse of some of the 
axioms that must be there to form the 
backbone of salesworthy commer- 
cials: 
© Believe me, Mr. and Mrs. Public: 
The viewer must feel that the com- 





thinking; then, we wring full value 
out of all the corollaries.” 

The agency’s growth in the past, 
said the president, has been unhur- 
ried, yet steady. The increase in 
billings has been commensurate with 
the increase in clients’ sales. (“We've 
had no gigantic accounts dropped in 
our lap,” said Dick Lockman. “Even 
with Revlon, we started out with two 
small existing products and two test 
items. Esquire’s first year budget 
was $25,000. Rayco’s was only 
slightly larger.”) As one product 
has been successfully sold, others 
were developed and added. Starting 
with four employees, the agency now 
has 200. 

“Every indication,” says Mr. 
Mogul, “is that we'll increase our 
billings—and our tv expenditures— 
for some time to come at an acceler- 
ated rate. And we'll do it simply by 
building sales for our present and 
future clients.” 











mercial is reflecting truth. Don't 
sell the world when you can offer 
only four states. Sincerity must shine 
through every costly second. Sell 
what you've got, for you are not only 
selling the product, you are building 
permanent buyers as well. You dont 
have to be dull to be sincere, either, 
You can be sincere though witty, be 
lievable though sprightly, con 
vincing though gay. But if the an. 
nouncer lacks enthusiasm and _ that 
selling “twinkle,” the best copy in 
the world won’t matter. 
© | know what I’m talking about... 
not just hired for this: In line with 
the above, the announcer must feel 
that he has copy which has meaning, 
not copy that has words. Anyone 
can make up pretty words and 
phrases, but the trick is to make 
them meaningful as well. Too many 
announcers simply get copy with in- 
structions such as gesture, peak pitch 
here, pause and double pause, ete. 
I’m sure that many announcers could 
teach copywriters that, for that’s part 
of their training. What they should 
be given is a feeling for and a knowl 
edge of what they are trying to sell. 
Viewers Critical 

It just doesn’t pay off any more to 
parrot a script; viewers are too ac- 
climated to commercials to be any- 
thing but the most critical reviewers. 
Tv commercials and the people that 
make them are dealing with profes- 
sionals—millions of them in front of 
every tv screen throughout the nation, 
who through saturation of commer- 
cials of every type have come to 
judge them, and therefore the prod- 
uct, on a split second. So everything 
in the commercial must sell better: 
the announcers, the production men, 
the copywriters. And it hinges on 
how well the announcer, through 
knowledge of the product, can put it 
over. 
© In keeping with common sense: 
When Betty Furness or Arthur God- 
frey talks to the viewer, she or he 
is obviously a promoter of the prod- 
uct. They seem part of that product 
with a sincere interest in its value. 
But many commercials rise to untold 
heights of incongruity by using 


characters or people completely out 









lo 
Re 
gi 
M 


of 


301 
col 
big 
mc 
pe 


ma 


effe 
can 
use 









nse: 


r he 
srod- 
»duct 
alue. 
ntold 
using 


- out 








- . 
Robert C. Fransen (l.) has been pro- 
moted from national sales manager 
to sales manager and Robert J. 
Reardon (r.) has been appointed re- 
gional sales manager of WTCN-TV 
Minneapolis-St. Paul, it has been 
announced by Phil Hoffman, vice 
president and general manager. Mr. 
Fransen, who has been with the sta- 
tion since July 1957, will succeed 
James R. Hoel, who has resigned. Mr. 
Reardon comes to the station from 
wnBc-TV Hartford, where he was 
sales manager. 





of character with the product. 

The salesman or saleswoman must 
somehow reflect the product with 
complete credulity. Somehow is a 
big word, but it must be done much 
more than it is today. We, as agency 
people, must try to marry the spokes- 
man to the product, for a happy mar- 
riage reflects on all it contacts. 

* Up with empathy: Many of our 
and 


researchers 


psychologists are 
preoccupied with the need for 
empathy in advertising . . . empathy 


being “the complete understanding 
of another’s feelings, motives, etc.” 
People always associate themselves 
with other people who are like them, 
or with situations that are similar, 
or wished for. Well, why don’t we 
give them more of that? That’s the 
reason for the success of so many 
books, movies and plays. 
Fstablishing empathy is vital to 
personal selling. Why, then, doesn’t 
it come through in tv commercials? 
In most cases it’s not a matter of for- 
getting to “put it in,” as much as 
it is not putting it in effectively. 
* The big blend: Integration with 
the show takes many forms. When 
the star gives a testimonial, it can be 
effective salesmanship if the viewer 
can really believe that the star is a 
user of the product. The power of a 


star’s following and popularity is a 
big bonus goldmine if it can be trans- 
lated into believability for the par- 
ticular product. When Mel Allen 
puffs his White Owl cigar, by gosh, 
that’s his cigar—and the same can 
be said for the Bert Parkses and the 
Jack Paars in selling their wares. 

© Dimension of imagination: The 
personal punch in selling can be 
heightened by many tv opportunities 
—puppets, music, cartoons, dramatic 
sequence, etc. They fire the imagi- 
nation (if done imaginatively) and 
help surround the product with ro- 
mance and excitement: the little fawn 
in Doeskin; the “family humor” in 
the Manufacturers Trust commercials, 
and many others. 

But “fringe benefits” don’t make 
the commercial unless you have 
a hard core to start with. You need 
imagination in the entire working 
and development of your commer- 
cials, as well as surrounding your 
sales message with atmospheric em- 
broideries that are excellent tools, 
once you have a good thing with 
which to work. 
® The core of the commercial is 
everything. I don’t go along with 
the theory that “the heart” is copy, 
or that the visual is “it,” or that the 


‘announcer carries the whole show. 


When you are making a sale, or try- 
ing to, you can’t afford to lean 
towards, or get bogged down in, one 
area more than another . . . or even 
think that it is more important. You 
just, plain and simple, have to be 
creatively selfish and have everything 
go right—copy, visual, effects, timing, 
casting. 

“That lean and hungry look” is 
an attitude in making commercials. 
When you use a medium that appeals 
to both eye and ear, neither one is 
more important that the other. One 
link does not make a chain, but two 
do. They are joined by equal 
strengths—and by maintaining that 
balance, you can succeed. By over- 
burdening or relaxing the calibre of 
one area, you'll fail. 

So when agency men gather to 
dissect their commercials and sales 
results, let’s dissect our theories and 
ourselves at the same time. Many 
of them need overhauling. 
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Hadlock (Continued jrom page 43) 


daytime tv’s substantial growth. 

During the six-year period under 
analysis, total newspaper circulation 
in the New York Standard Metropoli- 
tan Area, as defined by the Census 
Bureau, declined 400,000 
copies (—6.8 per cent). The greatest 
degree of circulation loss came from 
the five-borough core, where the de- 
crease was 600,000 (—15 per cent). 
In the suburban areas such as Long 
Island, Westchester and northern 
New Jersey, circulation increased by 
200,000 (+-16 per cent) 

In the study period for television, 
total circulation increased by more 
than two million homes (+26 per 
cent). The greatest degree of circula- 


almost 


tion gain was in the suburbs, where 
the increase was 1.3 million, or 35 
per cent. The five-borough core area 
showed a growth of 1.1 million, or 
20 per cent. 

The leading newspaper of seven 
New York dailies, in terms of gross 
circulation, was the Daily News. Its 
200,000 
copies (—10 per cent) during the 


total circulation declined 
six-year period. In the five boroughs, 
its decline was 250,000 (—17 per 
cent), while its suburban circulation 
increased 50,000 (+10 per cent). 

Of seven New York television sta- 
tions, the leader in terms of gross 
circulation was WCBS-TV. Its total cir- 
culation increased more than 900,000 
homes (+39 per cent) during the 
period. In the five boroughs, its in- 
crease was 435,000 (+-33 per cent), 
while its suburban circulation in- 
creased by almost 500,000, or 47 


Film (Continued from page 56) 


Brewing Co. (beer), McCann-Erickson; 
E. & J. Gallo Winery (Gypsy Rose wine), 
BBDO; Macmillan Petroleum Co. (Royal 
Scot motor oil), Walker Saussy; Sunsweet 
Growers, Inc. (Sunsweet prunes), Long. 


AMERICAN FILM PRODUCERS 


Completed: Savings & Loan Foundation 
(institutional), McCann - Erickson; Esso 
Standard Oil Co. (gasoline), McCann- 
Erickson. 


ELEKTRA FILM 
PRODUCTIONS, INC. 


Completed: California Oil Co. (Chevron), 
BBDO; Buick Motor Div. GM (show open- 
ing), McCann; E. I. duPont de Nemours 
(carpets, fibers), BBDO; Esso Imperial Oil 
Ltd. (gas), MacLaren; Ford Motor Co. 
(cars), JWT; National Biscuit Co. (cookies, 
bread), McCann; Lever Bros. Co. (Life- 
buoy), SSC&B; American Telephone & 
Telegraph Co. (show opening), Ayer; 
Rexall Drug Co. (show opening), BBDO; 
Sperry & Hutchinson Co. (S&H green 
stamps), SSC&B; Thomas J. Lipton Co. 
(tea), Y&R; Socony-Mobil Oil Co. (Mobil- 
heat), Compton; F. & M. Schaefer Brewing 
Co. (beer), BBDO; Radio Corp. of Amer- 
ica (show opening), K&E; Standard Oil Co. 
of N. J. (institutional), McCann; Bristol- 
Myers Co. (Vitalis), DCS&S; Colgate- 
Palmolive Co. (Spree), McCann; Buick 
Motor Div. GM (cars), McCann. 

In production: American Tobacco Co. 
(show opening), BBDO; Campbell Soup 
Co. (soup), BBDO; S. C. Johnson Co. 
(show opening), B&B; Boyle-Midway, Inc. 
(Wizard), JWT; General Electric Corp. 
(show opening), BBDO; Ford Motor Co. 
(cars), JWT; Clairol, Inc., direct; Gen- 
eral Mills, Inc. (Kix), D-F-S; American 
Motors (Rambler), GMM&B; Imperial Oil, 
Ltd. (gasoline), MacLaren. 


ERA PRODUCTIONS, INC. 


Completed: Roy Rogers-Frontiers, Ine, 
(toys), H-CH&M; Hoffman Electronics 
Corp. (tv sets), H-CH&M; Mattel Toy Co, 
(toys), Carson Roberts. 

In Production: Hancock Oil Co. (gaso- 
line), Heintz; General Insurance Co. (in- 
surance), Cole & Weber; U.S. Forest Sery- 
ice (Smokey Bear), FC&B; Tunies, Ine. 
(Breast-O-Chicken ), Heintz. 


FILMACK CORPORATION 


Completed: Lanolin Plus, Inc., EWR&R; 
Acme Supermarkets, Grey & Rogers; Cos- 
tello’s Dessert (frozen fruit), Batz, Hodg- 
son, Neuwoehner; Lawson Dairy (dairy 
products), McCann-Erickson. 

In Production: Lanolin Plus, Inc. (Wash ‘n 
Curl, Rybutol), EWR&R; Mother's gefilte 
fish, Dunay, Hirsch & Lewis; A. S. Harti- 
son Co. (Preen floor wax), Charles Hoyt; 
Vermont Transit, direct; Midas, Inc. (aute 
parts), E. H. Weiss; Zonolite Co. (insula- 
tion material), Mayer Productions; Kiwanis 
Club (peanut sale), Glassner & Assoc.; 
Avon Products, Inc. (cosmetics), direct. 


GRAY & O’REILLY 


In Production: Block Drug Co. (Poli- 
Grip), Grey; New England Confectionery 
Co. (Necco Munchies), C. J. LaRoche; 
American Oil Co. (Amoco _§ gasoline), 
Joseph Katz; General Foods Corp. (Jello), 
Y&R; Seabrook Farms Co. (food), Smith- 
Greenland. 


KLAEGER FILM 
PRODUCTIONS, INC. 


Completed: Reynolds Aluminum Supply 
Co. (Reynolds Wrap), L&N; General Elec- 
tric Co. (College Bowl), Maxon; Colgate- 
Palmolive Co. (Vel), L&N: Westinghouse 
Electric Co. (various), McCann-Erickson; 
E. I. duPont de Nemours & Co. (acrylic 
paint), Ayer; Dow Chemical Co. (Saran 
Wrap), MJ&A; Westinghouse Electric 
Corp. (radio), Grey; Ideal Toy Co. (var- 





media selection is the degree of uni- 
formity of circulation to families by 
each medium. As figure 3 indicates, 
television circulation closely paral- 
lels family distribution, while news- 


” 


“gaps 


paper circulation has both “g 


and duplication. 

“These figures and trends,” says 
Mr. Hadlock, “do not suggest that 
newspapers are now a bad media 


a far better ability to follow the 
population shift to the suburbs. 
“If this suburban population, thou- 
sands of whom commute to the ‘core’ 
counties, is of interest to any mat- 
keter, it should be noted that tele- 
vision has shown a growth even 
greater than the growth in families, 


implying even greater coverage of 








per cent (see figure 2) selection. They do suggest that of this important expanding market 
An important consideration in these two major media, tv has shown __ portion.” 
3. Distribution of Tv, Newspaper Circulation vs. Families 
(1959) (1958) 
Families % Newspaper Circ. % Tv Cire. Jo 
New York City 2,447,200 55.9 3,399,452 70.0 6,609,340 56.5 
Suburbs* 1,930,900 44.1 1,458,249 30.0 5,088,160 43.5 
Metro Area 4,378,100 100.0 4,857,701 100.0 11,697,500 100.0 





*Metro area less five “core” boroughs 
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jous products), Grey; General Motors 
Corp. (Pontiac cars), MJ&A; International 
Latex Corp. (various products), Reach- 
McClinton; Boyle-Midway, Inc. (Wizard), 
GMM&B; U. S. Rubber Co. (tires), 
FRC&H;; P. Ballantine & Sons (beer), Esty; 
R. J. Reynolds Tobacco Co. (Salem 
cigarettes), Esty; Procter & Gamble Co. 
(Tide), B&B; Stokeley-Van Camp, Inc. 
(pork & beans), L&N; Rock City Sales 
(Sportsman cigarettes), MJ&A. 

In Production: Lever Bros. Co. (Airwick), 
FC&B; Vick Chemical Co. (cough syrup), 
Morse Int.; Greyhound Corp. (bus), Grey; 
E. I. duPont de Nemours & Co. (duPont 
productions), BBDO; R. J. Reynolds To- 
bacco Co. (Salem cigarettes), Esty; Inter- 
national Latex Corp. (various products), 
Reach, McClinton; Cluett, Peabody & Co. 
(Arrow shirts), L&N; Ideal Toy Co. (dolls), 
Grey; General Motors Corp. (Pontiac 
cars), MJ&A; U. S. Rubber Co. (tires), 
FRC&H; General Electric Co. (College 
Bowl), Maxon; National Carbon Co. 
(Eveready), Esty; Colgate-Palmolive Co. 
(Vel), L&N; Corn Products Refining Co. 
(Niagara starch) L&N. 


JAMES LOVE PRODUCTION 


Completed: Aluminum Co. of America 
(Alcoa airplanes), F&S&R; H. J. Heinz Co. 
(news release), Ketchum, MacLeod & 
Grove. 

In Production: Bell Telephone Co. of Pa. 
(communications expert remake), Gray & 
Rogers. 


NATIONAL SCREEN SERVICE 


Completed: J. B. Williams Co. (Lectric 
Shave), Parkson; Pharmaceuticals, Inc. 
(Geritol), Parkson; Morton Frozen Foods 
(pies), Bates; Radio Corporation of Amer- 
ica, Lefton; 20th Century Fox Films (pro- 
motionals), direct; P. Ballantine & Sons 
(beer), Esty; General Motors Corp. (Pon- 
tiac cars), MJ&A. 

In Production: Wash n’ Curl, EWR&R: 
ABC Television Network (Music Bingo) 
direct; British Petroleum, Collyer Adv.; 
B. C. Remedy Co. (headache powder), C. 
Knox Massey; Saratoga racing, George R. 
Nelson; ABC Television Network (promo- 
tions), direct; Leukemia Society (public 
relations films), direct. 


PELICAN FILMS, INC. 


Completed: Bristol-Myers Co. (Vitalis), 
DCS&S; Westinghouse Corp. (service), 
McCann; Aluminum Co. of America (Alcoa 
Wrap), Ketchum, MacLeod & Grove; Lig- 
gett & Myers Tobacco Co. (L&M), D-F-S: 
Robert Hall (clothes), Arkwright. 

In production: Liggett & Myers Tobacco 
Co. (L&M), D-F-S; ABC-TV (promotion), 
BBDO; Continental Baking Co. (Wonder 
bread), Bates; Quaker City Candy Co. 
(Good ’n Plenty), Bauer & Tripp; General 
Electric Co. (appliances), Y&R; National 
Carbon Co. (Prestone), Esty; R. J. Rey- 
nolds Tobacco Co. (Winston), Esty; 
Drackett Co. (Vanish), Y&R; Raeford Co. 
(clothes), Lyford Prods.; Eastern Ohio 
Gas Co. (promotion), Ketchum, MacLeod 
& Grove; Robert Hall (clothes), Ark- 
wright. 


BILL STURM STUDIOS, INC. 


In Production: James O. Welch Co. 
(candies), James Thomas Chirurg: Bama 
Co. (peanut butter & preserves), Robert 
Luckie; Goebel Brewing Co. (beer), Camp- 
bell-Ewald: Lever Bros. Co. (Wisk), 
BBDO; Warner-Lambert Pharmaceutical 
Co. (Fizzies), Lambert & Feasley; Savings 
Bank Assn. of Mass. (institutional), 
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Ford Motor Co. » J. Walter Thompson 





ELEKTRA FILM PRODUCTIONS, INC., New York 
















Par-Tile « Porter Advertising 





TY CARTOON PRODUCTIONS, San Francisce 





MDU « Ken Nelson & Associates 





* 


/ 
BANDELIER FILMS, Albuquerque 














Piel Bros. » Young & Rubicam 








TERRYTOONS, A Division of CBS Films Inc. 





Nationwide Insurance « Ben Sackheim 





WONDSEL, CARLISLE & DUNPHY, INC., New York 













_- 


PRA « Kenyon & Eckhardt 





PELICAN FILMS, INC., New York 





Norelco « C. J. La Roche 





FARKAS FILMS, INC., New York 











Renault « Needham, Louis & Brorby 


ra, ( 
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PANTOMIME PICTURES, INC., Burbank 
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YOU CAN'T | 
TOP THIS 
ARB! 


KTRE-TV, Lufkin, Texas, latest 
ARB reveals a 98.5% share of 
audience Monday through Sun- 
day. 


The Lufkin-Nacogdoches Market 
is yours completely wrapped up 


when you buy KTRE-TV—your di- 
rect route to 65,000 tv families. 


This is a vital market in East 


Texas. 


KTRE-TV 


Lufkin, Texas 


Channel 9 


RICHMAN LEWIN 


Vice President & General Manager 


Represented by 
Venard, Rintoul & McConnell, Inc. 
Southwest: Clyde Melville Co., Dallas 
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BBDO; Stroehmann Bread Co. (bread), El- 
lington; Bovril, Ltd. (food), Ronalds; 
Texaco Co. (gasoline), Ronalds; Bristol- 
Myers Co. (Vitalis), DCS&S; Sweets Co. of 
America (Tootsie Roll pops), direct; Blu- 
menthal Bros. (Goobers & Raisinets), Wer- 
men & Schorr; U.S. Navy (training film), 
direct. 


TV CARTOON PRODUCTIONS 


Completed: Pacific Telephone & Telegraph 
Co. (long distance), BBDO; Kilpatrick 
Bakeries, Inc. (bread), Reinhardt; J. A. 
Folger & Co. (instant coffee), Harris, Har- 
lan & Wood; KQED, direct; Ingram’s 
Food (Red’s tamales), Cappel, Pera & 
Reid; Safeway Stores, Inc. (egg dept.), di- 
rect; California Spray-Chemical Corp. 
(Ortho Lawn spray), McCann-Erickson; 
Pacific Plywood (Par-Tile), Porter; Wil- 
liams Bakery (bread), Reinhardt. 

In Production: MJB Co. (coffee), BBDO; 
Pacific Telephone & Telegraph Co. (Green 
Index), BBDO. 


TRANSFILM, INC. 


Completed: Warner-Lambert Pharmaceu- 
tical Co. (Virisan), Bates; G. R. Kinney 
Shoe Co. (shoes), Frank B. Sawdon; Lever 
Bros. Co. (Pepsodent), FC&B; Aluminum 
Co. of America (Alcoa), F&S&R; Corn 
Products Refining Co. (Karo syrup), L&N; 
Alberto-Culver Co. (New Dawn), Wade; 
Esquire, Inc. (Coronet magazine), Grey; 
Whitehall Pharmacal Co. (Anacin), Bates. 
In Production: U.S. Steel Corp., BBDO; 
Miles Laboratories, Inc. (Nervine, Ariden, 
One-A-Day Vitamins), Wade; Chunky 
Chocolate Corp. (Chunky Chocolate), Grey; 
Procter & Gamble Co. (Lilt home perma- 
nent), Grey; Phillips-Van Heusen Corp. 
(shirts), Grey; Daggett Chocolate Co. 
(chocolate), Horton, Church & Goff; Dev- 
con Corp. (plastic steel), Tippet; Olin 
Mathieson Chemical Corp. (paper prod- 
ucts), D’Arcy; Planters Nut & Chocolate 
Co. (peanut oil), Don Kemper; H. P. 
Hood & Sons (milk), K&E; Whitehall 
Pharmacal Co. (Anacin), Bates; Standard 
Brands, Inc. (Blue Bonnet margarine), 
Bates; Helena Rubinstein, Inc. (Heavenly 
Glow, Deep Clean) Ogilvy, Benson & 
Mather; Grove Laboratories, Inc. (Bromo 
Quinine), Gardner; Carling Brewing Co. 
(Black Label beer), F. H. Hayhurst: Ra- 


dio Corporation of America (RCA tape), 


K&E; Nationwide Insurance Co. (insur. 
ance ), Ben Sackheim; G. R. Kinney Shee 
Company (shoes), Frank B. Sawdon; Car. 
ter Products, Inc. (Decongestol), Warwick 
& Legler; General Foods Corp. (Instant 
Sanka coffee), Y&R; Louis Marx & Co, 
(toys), Bates; Grocery Store Products, Ine, 
(B-in-B mushrooms, Cream of Rice, 
Kitchen Bouquet), Bates. 


UPA PICTURES, INC. 


Completed: Hot Shoppes, Inc., M. Belmont 
Ver Standig; Gold Medal Candy Corp, 
(Bonomo’s Turkish Taffy), MLW&S; 
Canada Nut Co. (Squirrel peanut butter), 
James Lovick. 

In Production: Speedway Petroleum Co, 
(Speedway 79 gas), W. B. Doner; Carling 
Brewing Co. (Stag beer), Edward H, 
Weiss; Mission Pak Co., Stanley Pflaum; 
Richfield Oil Co. (Boron gas), Hixson & 
Jorgensen; Mars, Inc. (candy bars), Knox 
Reeves; Christie, Brown & Co. (biscuits), 
McCann-Erickson; International Shoe Co, 
(Poll-Parrot, Red Goose shoes), Krupnick; 
Authority Laboratories (Gaze floor wax), 
Winius-Brandon; Quaker Oats Co. (Aunt 
Jemima corn meal mix), John W. Shaw; 
John J. Nissen Baking Co. (Old Home 
bread), Hoag & Provandie; Gunther Brew- 
ing Co. (Gunther & Ft. Pitt beer), L&N; 
Gillette Co. (razor), Maxon; National Shoe 
Co. (shoes), MLW&S. 


WONDSEL, CARLISLE & 
DUNPHY 


Completed: Lipton Tea Co. (instant tea), 
Y&R: General Electric Co. (rotisserie oven, 
refrigerators & freezers), Y&R; W. A. 
Sheaffer Pen Co. (Skripwriter Ballpoint), 
BBDO; Whitehall Laboratories (Bisodol 
mints & powder), SSC&B; Carter Prod- 
ucts, Inc. (Nair), Bates; Texaco Co. (gaso- 
line), C&W; U.S. Rubber Co. (Royal 
tires), FRC&H; Bristol-Myers Co. (Sal 
Hepatica), Y&R; Borden Co. (dairy prod- 
ucts), B&B; Time, Inc. (Life magazine), 
Y&R; General Foods Corp. (Rally dog 
food), B&B. 

In Production: Nationwide Insurance Co., 
Ben Sackheim; Burnham & Morrill Co. 
(B&M baked beans), John C. Dowd; S. C. 
Johnson & Sons (Glade), B&B; SSS Co. 
(tonic), McCann-Erickson; Emerson Drug 
Co. (Bromo Seltzer), Warwick & Legler. 


Shows for May 





Pulse Top 10 Western 
. | National | Viewers Per 100 
Weighted| Homes Tuned In 
Rank Program Distributor | Average ates Wenntn SE 
1—Death Valley Days | U. S. Borax 14.7 76 82 #17 «#33 
2—Cisco Kid Ziv 11.0 63 71 18 83 
3—Kit Carson MCA 10.8 47 49 12 % 
4—Annie Oakley CBS 10.5 54 59 17 & 
5—26 Men ABC 9.1 76 87 #15 46 
6—Roy Rogers—14 Hour| Roy Rogers 
| Syndication 8.9 23 27 ll 
7—Wild Bill Hickok Screen Gems 8.7 59 61 18 89 
8—Frontier CNP 8.5 69 73 16 53 
9—Union Pacific CNP 8.0 73 79 17 53 
10—Frontier Doctor HTS 





6.4 72 78 17 4 
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Pulse Top 10 Adventure Shows for May 
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Royal Crown Cola « D'Arcy Advertising 












































HFH PRODUCTIONS, INC., New York 





Schlitz Beer » J. Walter Thompson 


MPO TELEVISION FILMS, INC., New York 





Texaco (Canada) « Ronalds Adv. Agency, Ltd. 





BILL STURM STUDIOS, INC., New York 


| National | Viewers Per 100. 
Weighted| Homes Tuned In| 
Rank Program — nee Distributor Average | o. wenn OS 
1—Highway Patrol Ziv 15.6 83 87 16 25 
2—Rescue 8 Screen Gems 15.3 78 83 16 34 
3—Mackenzie’s Raiders Ziv 14.8 79 84 14 26 
4—Sea Hunt Ziv 13.7 | 8 89 15 2) 
5—Border Patrol CBS 12.4 81 88 15 21 
6—Flight CNP 120 | 87 93 16 28 
7—Bold Venture Ziv 114 78 83 15 33 
8—Casey Jones Screen Gems 10.8 | 58 62 15 79 
9—Sky King Nabisco 10.2 | 32 43 15 89 
10—Whirlybirds CBS 9.7 | 63 67 17 87 
Pulse Top 10 Drama Shows for May 
1—Divorce Court Guild + Se  . -e  e 
2—Jeff’s Collie ITC 12.0 52 58 14 79 
3—If You Had a Million MCA 118 83 89 15 29 
4—Star Performance Official 10.6 68 75 16 48 
5—Dr. Hudson MCA 88 | 8 92 16 24 
6—Walter Winchell NTA 77 | 8 91 16 «18 
7—Parole Schubert 75 | 7 8 14 18) 
8—Medic CNP 70 | 799 8 14 26 
9—Big Story Official 6.4 76 83 13 22 
10—Night Court Banner 2 84 96 19 29 
Pulse Top 10 Comedy Shows for May 
1—Three Stooges | Screen Gems 8.7 | 65 75 14 72 
2—Glencannon NTA | 8.2 73 #79 16 4i1 
3—People’s Choice ABC 7.9 | 67 74 17 56 
4—Burns ’n’ Allen Screen Gems | 7.6 | 73 8 15 43 
5—Honeymooners CBS ae | 69 71 18 65 
6—Life of Riley CNP 6.9 | 68 76 4 49 
7—This Is Alice | NTA 67 | 78 82 16 49 
8—Mr. Adams & Eve CBS 6.6 | %m 8 i2 8 
9—How to Marry a | 
Millionaire NTA 6.5 | 74 82 17 39 
9—Our Miss Brooks | CBS 65 | 10 82 5 43 
Pulse Top 10 Mystery Shows for May 
1—Mike Hammer MCA 16.9 | 8 94 16 27 
2—U. S. Marshal NTA 14,1 | 69 74 17 6 
3—Sheriff of Cochise NTA 9.5 | SS...87..16 27 
4—N. Y. Confidential ITC 94 | 8% 9% 16 31 
5—Decoy Official 8.7 oS Te 4 Be 
5—San Francisco Beat CBS 87 | 8 93 14 23 
7—Badge 714 CNP 8.0 83 88 14 41 
8—Official Detective NTA 78 | 8 91 15 21 
9—Racket Squad Hal Roach 7.0 | 73 81 «#16 «43 
86 17 


10—City Detective 


A EE —SaS S ee 


6.4 81 


23 
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News (Continued from page 29) 


99.7 per cent, or $12.3 million in tv. 

Other companies spending more 
than half of their total advertising 
budgets in television included: Proc- 
ter & Gamble, $84.4 million in tv or 
85.7 per cent of total budget; Lever 
Bros. $38.5 million, 73 per cent; Gen- 
eral Foods, $31.8 million, 60.2 per 
cent; Colgate-Palmolive Co. $33.9 
million, 72.2 per cent; American 
Home Products Corp. $27.8 million, 
70.2 per cent; R. J. Reynolds Tobacco 
Co. $18.4 million, 55.5 per cent; Bris- 
tol Myers Co. $18.9 million, 71.6 per 
cent; P. Lorillard Co. $16.5 million, 
66.2 per cent; Brown & Williamson 
Tobacco Co. $17.7 million, 82.5 per 
cent; Gillette Co. $18.1 million, 85.6 
per cent; Liggett & Myers Tobacco 
Co. $12.7 million, 62.6 per cent; 
Sterling Drug $13.6 million, 68 per 
cent; Standard Brands Inc. $10.5 mil- 
lion, 54.9 per cent; Kellogg Co. $12.8 
million, 73.1 per cent; Warner-Lam- 
bert Pharmaceutical Co. $11.7 million, 
70.1 per cent; Corn Products Refin- 


Lady 
Luck 
fs 
poppin’ 
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ing Co. $8.1 million, 51.6 per cent; 
Miles Laboratories $12.7 million, 82 
per cent; Continental Baking Co. $10 
million, 68.1 per cent. 

Also, National Biscuit Co. $7.6 
million, 62.3 per cent; Pharmaceu- 
ticals Inc. $10.4 million, 92.4 per 
cent; RCA $6.9 million, 62 per cent; 
Revion Inc. $7.2 million, 66.2 per 
cent; Jos. Schlitz Brewing Co. $4.8 
million, 53.5 per cent; S. C. Johnson 
& Son $7 million, 81.3 per cent; 
Carter Products Inc. $7.5 million, 
92.5 per cent; Swift & Co. $4.2 mil- 
lion, 56.4 per cent; Nestle Co. $5.2 
million, 71.8 per cent; Chesebrough- 
Pond’s $4.7 million, 68.6 per cent; 
Stanley Warner Corp. $5.7 million, 
83.5 per cent; Scott Paper Co. $3.9 
million, 60 per cent; Prudential In- 
surance Co. 3.8 million, 60.4 per cent; 
Helene Curtis Industries $3.7 million, 
58.4 per cent; Falstaff Brewing Co. 
$3.3 million, 55.3 per cent; Ralston 
Purina Co. $3.8 million, 66 per cent; 
Pabst Brewing Co. $3.7 million, 67.9 
per cent; Sperry Rand Corp. $2.9 mil- 
lion, 53.8 per cent; Vick Chemical Co. 
$2.8 million, 56.8 per cent and United 
Merchants and Mfg. Co. $4 million, 
81.9 per cent. 

Of the top 100 advertisers three are 
liquor distillers, not eligible for tv. 
Only one, the Simonize Co., which 
would be eligible for tv advertising, 
does not use the medium. 

All of these figures, with amounts 
spent in each medium, are included 
in a pocket piece released by the trade 
association. 


Ancillary Anguish 

Free television almost obtained the 
rights to the Patterson-Johansson 
championship bout held in Yankee 
Stadium last June 26th. 

The story is as devious and as con- 
fusing as everything else connected 
with the promotion of that fight and 
just as improbable as the Swede’s 
secret right hand, which demolished 
Patterson in the third round. 

Because of three separate investi- 
gations of promotional activities sur- 
rounding that fight, and because of 
the stakes involved in the return 
match, no one is talking on the rec- 
ord. But the story, as pieced together, 


makes interesting historical rading. 
For one thing, it would have marked 
the first time in years that a major 
heavyweight fight was offered gratis 
to the fans. (The Patterson-London 
exhibition in Indianapolis last May, 
telecast by NBC-TV, was frankly des- 
cribed as a tune-up.) 

Ancillary rights (television, radio, 
movies) are crucial in any major box- 
ing event today. It is these which 
were signed away by promoter Bill 
Rosensohn to Floyd Patterson Enter- 
prises, Inc. and promptly assigned to 
TelePrompTer Corp. Mr. Rosensohn 
charges that he was forced to this by 
Cus D’Amato, manager of the ex- 
champion, under a threat of non- 
fulfillment of the fight. 

But before this happened free tv 
was in the picture on a competitive 
basis with the closed-circuit television 
operators, since Mr. Rosensohn, ac- 
cording to reports, was interested in 
using the medium regularly in the 
future. It is understood that The Gill- 
ette Co., sponsors of NBC-TV’s Friday 
night Cavalcade of Sports, made an 
offer of $300,000 for the tv rights. This 
guarantee, which was equal to Tele- 
PrompTer’s, was not in itself enough 
to attract Mr. Rosensohn, who is re 
ported to have been more interested 
in using the fight as a wedge to get 








O. P. (Bob) Bobbitt, general sales 
manager of KTBC-TV-AM Austin has 
been named a vice president of the 
LBJ Co. in charge of sales. The post 
includes supervision of both KTBC-TV- 
AM and KRGV-TV-AM Weslaco sales de- 
partments. Mr. Bobbitt has been with 
the Austin station for nine years and 
has been general sales manager for 


the past five. 
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Network Changes 


Network changes announced 
recently include: 

ABC-TV announces that KICU 
Bakersfield will join the network 
about Aug. 1; basic hourly rate 
of KNOE-TV Monroe increased 
from $400 to $425; wicu-TV 
Erie from $600 to $650; WHDH- 
tv Boston from $2,500 to 
$2,650; wuyz-tv Duluth will 
replace KDAL-TV and WDSM-TV 
Duluth Sept. 29 at rate of $400; 
wtvn-TV Columbus from $1080 
to $1125; Katv Little Kock from 
$400 to $450; KTUL-Tv Tulsa 
from $670 to $720; Kris-Tv Cor- 
pus Christi from $300 to $350 
and WHBF-TV Rock Island from 
$900 to $950. 

CBS-TV increases KBAK-TV 
Bakersfield from $225 to $250; 
KGLO-TV Mason City from $425 
to $450; KoTa-tv Rapid City 
from $120 to $140; wsoc-Tv 
Salisbury from $70 to $100; 
KNOE-TV Monroe from $400 to 
$425; KHQA-TV Quincy-Hanni- 
bal from $450 to $475; wetv 
Tallahassee - Thomasville from 
$275 to $350; wueBF-tTv Rock 
Island-Davenport from $900 to 
$950 and WHEN-tv Syracuse 
from $900 to $950. 

NBC-TV will add krre-tv Luf- 
kin to its PEP group of stations. 
Class A hourly rate is $125. 





a regular weekly series of tv fights 
to promote, or at least part of a regu- 
lar weekly series. A still more tempt- 
ing offer was supposed to have been 
made by Nate Halpern’s Theatre Net- 
Work Television—$450,000, or $150,- 
000 more than either Gillette or Tele- 
PrompTer offered. 

Just to confuse things further, 
many insiders in boxing say that Mr. 
D’Amato is also interested in home 
tv, provided he can be assured regular 
exposure of his fighters. Since such 
an arrangement could be interpreted 
to mean that the manager would also 
be the promoter (technically speak- 
ing, a violation of the law) it isn’t 
likely to happen in quite so bald a 


manner. 


All of these moves were as so much 
sounding brass and tinkling cymbals 
when the ancillary rights were signed 
away. TelePrompTer sold the radio 
rights to United Artists for an an- 
nounced $100,000, but today the price 
is said to have been more like $40,- 
000, or even less. The new champion 
claims he hasn’t ever gotten a proper 
accounting of the money due him 
from these ancillary rights, and at 
this point no one is sure precisely 
what is owed him. 

After the fight it was understood 
that Mr. Rosensohn had complete 
control of the rematch, and could as- 
sign the ancillary rights to whom he 
chose. But then Irving Kahn, presi- 
dent of TelePrompTer, showed up on 
the board of Rosensohn Enterprises 
(allegedly put there by Vincent J. 
Vellella, majority stockholder) and it 
developed that the so-called boy-pro- 
moter didn’t have control of his own 
company. He resigned, but he seems 
to have one last card, provided he 
gets his matchmaker’s license back: 
Ingemar Johansson. 

Who will telecast the return bout is 
anybody’s guess at the moment. Home 
tv might have a chance if enough 
money is offered and if some kind 
of long-term arrangement can be 
worked out with the promoter. Madi- 
son Square Garden Corp., which pro- 
motes NBC-TV’s Cavalcade of Sports, 
and Truman Gibson’s National Box- 
ing Enterprises, which arranges ABC- 
TV’s Wednesday Night Fights, can- 
not be discounted as contenders for 
the next title fight. 

Nothing much will be decided until 
the various probes are concluded. An 
old-time pugilist summed up the pres- 
ent situation in this way: “Nobody 
wants to get close to this mess now. 


They might wind up behind bars.” 


Negative Accent 

Guild, Bascom & Bonfigli, the San 
Francisco agency which specializes in 
food products (“if we can’t eat it we 
won't pitch it, but we'll eat almost 
anything if the billing is large 
enough!”), is attempting to interest 
the industry in a new advertising 
concept called “Accentuate The Nega- 
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Booming Ohio Valley 
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Vital companion to the rich Ohio Valley's 
steel, aluminum and chemical industries is 
the Powhatan plant of the Ohio Ferro 
Alloys Corporation located at Powhatan 
Point, Ohio, which produces essential 
silicon metal and high grade silicon alloys 
used by this trio of industries. This $4 
million plant consumes an amazing 240 
million kilowatts of locally produced elec 
trical energy annually. 

Important also to those who have things 
for sale is the $1 million annual payroll 
of this Ohio Ferro-Alloys Powhatan plant. 
This is just one more reason why the 
WTRF-TV area is a super market for alert 
advertisers . . . a 39-county market where 
2 million people have a spendable income 
of $2% billion annually. 


For complete merchandising service and 
availabilities, call Bob Ferguson, VP 
and General Megr., at CEdar 2-7777. 


National Rep., George P. Hollingbery Company 
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tive.” Spelled out, this means “tell 
the truth about your product; not 
because confession is good for the 
soul, but because it works.” 

Of course, as agency vice president 
Alex Anderson told the Industrial 
Photographic 
Angeles recently, clients are not gen- 
erally too anxious to advertise their 


Conference in Los 


weaknesses. However, this approach 
is certainly attention-getting, and 
GB&B believes that the admission of 


relatively minor faults tends to make 
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claimed benefits considerably more 
believable. 

GB&B has had considerable suc- 
cess with this method in its own ad- 
vertising. “We've actually reached 
the point where we're running out 
of crass motives with which to imbue 
ourselves,” says Mr. Anderson. “The 
result? Fan letters from prospects 
all over the country . . . and some- 
times even invitations to pitch their 
accounts.” 

But what is the poor advertiser to 
do if his product has no flaws? 
“Two roads lie open. You can hire 
an inept production manager in the 
hope that he will develop some flaws. 
Or, if this fails, then there’s just one 
thing to do. Lie!” 

When he takes his tongue out of 
his cheek, Mr. Anderson does pro- 
vide a few striking examples of the 
sales benefits to be derived from 
telling the whole truth. “A product’s 


personality is like a numan’s,” Mr, 
Anderson believes. “If you want to 
gain public identification, you must 
build a well-rounded image—one 
with weaknesses as well as strengths,” 





Memo 


In general, their comments empha. 
sized that the network’s efficiency and 
effectiveness would be impaired, that 
the quantity and quality of network 
programming would suffer and that 
stations would be hampered in making 


(Continued from page 55) 


direct approaches to prospective spon- 
sors. 


KTTV urged that the FCC restudy 
the whole question of option time in 
the light of what it said were charges 
that the whole business runs afoul of 
the anti-trust laws. It pointed out that 
the Justice Department has said as 
much and urged that the FCC follow 
the lead of Justice. 





Fall Film (Continued from page 37) 
and late evening slots on most net- 
work affiliated stations. There are 
indications this year that stations 
may begin programming half hours 
in the post-1]1 p.m. time periods as 
the supply of first-run feature films 
diminishes. 

In addition to the new-to-syndica- 
tion programs which will be listed 
below, several new packages of 
established programs will be offered 
to stations. Victory Program Sales, 
a division of NBC Television Film 
Sales, is offering “VPS Western 
Omnibus” and “VPS Mystery Thea- 
tre Omnibus.” The western package 
consists of Frontier, Steve Donovan, 
Western Marshal, Hopalong Cassidy 
and (by special arrangement with 
NBC Television Film Sales) Boots 
and Saddles and Union Pacific. Pro- 
grams in the mystery package include 
Dangerous Assignment, The Falcon, 
Capture, Panic and Inner Sanctum. 
Stations can strip these shows or 
block an entire day with them. By 
purchasing them as a package cost 
per episode is considerably less. 

There have been several interest- 
ing developments among companies 
in the past year. Ziv, the leader in 
syndication, developed into some- 





thing of a network programmer this 
year with four shows. Screen Gems, 
which has been making many net- 
work shows, has moved forcibly into 
first-run syndication. UA-TV has sold 
two network programs and_ has 
moved into the distribution of half 
hours in syndication for the first 
time. MGM-TV has also moved into 
the field of program syndication for 
the first time and is readying an in- 
tensive operation. ITC’s acquisition 
of Television Programs of America 
automatically made it one of the 
top companies in the field and its 
production schedule indicates it will 
stay well up there. Gross-Krasne- 
Sillerman was formed and then dis- 
banded as Michael M. Sillerman 
moved over to NTA to head up its 
program sales operation. The moves 
seem to presage a trend toward big- 
ness and efficiency. 

The following is a list of programs 
new to syndication. It cannot be con- 
sidered complete since additional 
properties, off-the-network or on the 
shelves, will undoubtedly be added 
to it. New episodes of known series 
are also included. 

ABC Films: Meet McGraw (off the 
network) , Congressional Investigator. 
Banner Films: Bold Journey (off 
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the network), I nterna- 
tional. 

California National Productions: 
Not for Hire, The Californians (off- 
the-network ). 

CBS Films: Trackdown (off-the- 
network), The Phil Silvers Show 
(off-the-network ). 

Flamingo Telefilm Sales: one 


Speedway 


series, as yet untitled, 

Independent Television Corp.: 
Ding Dong School (new segments), 
Four Just Men, Jeff's Collie (another 
39 segments), plus one more before 
the end of the year. 

MGM.-TV: The Thin Man (off-the- 
network). 

MCA TV: Shotgun Slade (Coro- 
nado 9 is scheduled for early next 
year). 

National Telefilm Associates: U.S. 
Marshal (a new series), Grand Jury, 
and four video tape shows—Mike 
Wallace Interviews, Alex in Wonder- 
land, The Henry Morgan Show and 
One Night Stand. 

Oficial Films: Police Station, 
What Are the Odds?, International 
Detective, The Adventures of Robin 
Hood (43 segments  off-the-net- 
work and added to the 100 half hours 
of Adventures in Sherwood Forest, 
which will be known now as Robin 
Hood). 

Screen Gems: 
series), Manhunt. 

Bernard L. Schubert, Inc.: David 
Harding, Counterspy. 


Rescue 8 (new 


Sterling Television Co.: Captain 
Sailor Bird, Adventure Today. 

Trans-Lux Television Corp.: Felix 
the Cat. 

United Artists Television: Tales of 
the Vikings, another series as yet 
unknown. 

World Wide Television Sales 
Corp.: Major League Baseball Pre- 
sents. 

Ziv: Lockup, This Man Dawson, 
Sea Hunt (new series), another as 
yet unknown. 

The above programs best illustrate 
the nature of syndication and why 
more advertisers have turned to it; 
stations in competitive situations will 
find that many of these vehicles will 
contribute greatly to an improved 
share of audience in their markets. 


Knick (Continued from page 45) 


mated spots will continue until at 
least the end of 1959, by when it is 
expected that the major purpose of 
the 1959 campaign will be achieved. 
That is, of course, the reestablish- 
ment of the “Knock For Knicker- 
bocker” theme. 

Ruppert expenditures in the first 
quarter of 1959 put it at the top of 
the list of local and regional brewers 
using spot. With the rank of 4lst, 
Ruppert was outranked in its product 
classification only by Anheuser- 
Busch, the largest national brewer. 
The next heaviest spending in the 
beer, ale and wine field was by 
another regional brewery which 
ranked 60th. In the first quarter of 
1958 Ruppert was not present in 
TvB’s list of the top 100 users of 
spot. 

Although no sales figures for 1959 
have been released as yet, or will be 
until the tax-withdrawal statements 
at the end of the year, company of- 
ficials said at the annual meeting in 
March that sales were definitely on the 
increase. Sales in 1958 reached a 
total of $45,456,926, down about $2.5 
million from 1957. The executives 
attributed the early 1959 gain to the 
new advertising campaign, which had 
had a “fine reception.” 

Other measures taken by Ruppert 
to pull out of the 1958 slump in- 
clude a revamping of the marketing 
set-up. Maurice Atkinson, the adver- 
tising manager, who came to Ruppert 
last fall from Pabst in Chicago, 
where he served as director of mer- 
chandising, feels that Ruppert’s new 
program gives it a real edge in its 
markets. Mr. Atkinson says, “This is 
a marketing business. There are 
however, strangely enough, only 
four breweries in the country with 
true marketing set-ups, where sales, 
advertising, promotion and_ public 
relations are a joint effort. Ruppert 
is now one of them.” 


What Ruppert’s position will be at 
the end of 1959 remains to be seen. 
There is a strong feeling in the com- 
pany, however, that the 1959 report 
will make happier reading and that 
the new spot campaign will have 
played a major role in effecting this. 








EXCLUSIVE 


KTVO is the only station 
serving America’s boom area... 
the area surrounding Ottumwa, 
Iowa and Kirksville, Missouri. 


OTTUMWA 
+ 





e 
KIRKSVILLE 


MISSOURI 





KTVO serves 200,000 TV 
homes exclusively. 





KTVO serves this single- 
station market on clear channel 3 
with 100,000 watts power and a 
1101 ft. tower. 


KTVO 


© wpa 


Offices: Ottumwa, lowa 
Represented by: George P. Hollingbery Co. 
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FASHION MODELS ENTER from 
giant Color TV set. At left, KRON- 
TV color cameras train their 
sights on MC Vaughn Monroe, as 
some 40% of area homes watched 
on TV. 


August 24, 1959, Television 
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MOBS RUSH to get Vaughn Mon- 
roe’s autograph during a person- 
al appearance. Other RCA and 
NBC stars made appearances, too. 
Big crowds gathered around them 
and Color TV sets all over town 


RES 
SAN FRANCI 


What happened: San Francisco fashion industry colorcasts annual 
show—150 fashion and TV stores tie in—thousands 
watch in Union Square and on Color TV broadcast—color set 
sales rocket— proof that Color TV promotion pays off! 


ADVERTISING AND PUBLICITY 
support helped in the promotion’s 
success. RCA Victor dealers, 
fashion shops and department 
stores all featured news of the 
promotion in advertising. 


RCA.VICTOR 


Age 





Downtown San Francisco becomes a 
Color TV showroom for the “Fall Fash- 
ions in Living Color” show, July 23, 24. 


0! 


Ray Bentley, Bentley Electronics: 
“The color came through beauti- 
fully. We had very impressive in- 
store attendance. 


Morry Knox, Knox Television: “I 
was very encouraged about the 
number of persons who came in 
my store to see the show, and 
definitely feel ... (it) will prove 
to be a stimulus for future sales 
of RCA Victor Color TV.” 


THESE QUOTES spell success. 
Wherever Color TV is actively 
promoted like this—Color TV 
gets sold! 
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In the picture 


Morton Edell, president of Lanolin Plus, has made announcement of the appointment to 
the post of executive vice president of Charles R. Ruston. Mr. Ruston has wide experi- 
ence in the cosmetic and toiletries field, beginning in 1941 when he took a post as a sales- 
man for Colgate-Palmolive. In 1954 he left Colgate, where he was then merchandising man- 
ager of the Household Products Services Division, to become vice president and general 
manager of Revlon International. Subsequently he was appointed vice president in charge 
of domestic sales. Upon leaving Revlon in 1958, Mr. Ruston went to the Max Factor Co. 
in Hollywood where he served as a member of the executive staff of Factor’s National Mar- 
keting Committee. Mr. Ruston is a native of Evansville, Ind., and studied at the University 
of California. 
























































Compton Advertising, Inc. has announced the 
election of two account executives and an associate 
media director as vice presidents. They are: Ross 
Legler (1.), executive on the New York Stock Ex- 
change account, F. Michael Carroll (c.), account 
executive for Hotpoint in Chicago and Maurice 
Seulfort (r.), associate media director. Mr. Legler 
has been with Compton since 1951, Mr. Carroll since 
1958, and Mr. Sculfort, who began as a space buyer, 
since 1947, 





Charles H. Brower, president of Batten, Barton, Durstine & Osborne, Inc., has announced 
the appointment of Clark L. Wilson as vice president in charge of research. Dr. Wilson is 
a graduate of Stanford and holds a Ph.D. in psychology from the University of Southern 
California. Since 1948 he has been associated with a personnel and marketing research con- 
sulting firm which he founded. His clients included the United States armed forces and 
such major businesses in the Los Angeles Area as the Carnation Co., Anheuser-Busch, Purex 
Corp., Rexall Drug Co., General Petroleum, the Los Angeles Times and Western Airlines. 
Dr. Wilson, who once held the distinction of being the youngest member of the New York 
Cotton Exchange, recently completed a year’s term as president of the Southern California 
chapter of the American Marketing Association. He is married and father of five daughters. 





Osear Katz has been named vice president, network programs, for CBS-TV, it was an- 
nounced by Louis G. Cowan, network president. Mr. Katz, who has been vice president in 
charge of daytime programs since Aug. 31, 1956, joined CBS in the research department 
in 1938 and became head of that department 10 years later. In 1951 he was named director 
of research for CBS-TV, the post which he held until his move into programming. In the 
past three years Mr. Katz has been responsible for the establishment of such programs as 
The Verdict Is Yours, winner of an American Bar Association award; Woman!, the series 
of special daytime programs which was introduced last April; and the recently-launched On 
The Go. Mr. Katz also developed the successful Daytime Televisit Week, which marked the 
first use of national exploitation for daytime programming. 





Stephen R. Rintoul, who has been with Vernard, Rintoul, and McConnell, Inc., tv and 
radio station representatives, for the past four years, will succeed his father, Steve Rintoul 
Sr. as vice president. Mr. Rintoul began his career in broadcasting working on radio sta- 
tions owned by his father in Stamford, Conn., and Albany and later spent a short time in 
the New York office of another representative firm. Following this he covered Texas for the 
merchandising department of Life magazine. He joined Vernard, Rintoul & McConnell in 
January 1956. The firm also announced the addition to its New York sales staff of Brock 
Petersen, formerly in the media department of Benton and Bowles, and, in line with the 
general expansion program now underway, that the size of the Chicago office facilities in 
the Pure Oil Building has been doubled. 
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COOL, MAN! 








The Rochester, Minnesota Market is the 


hottest ‘‘cool’’ market in the entire | 


state. 


It is hot because it is the fastest grow- | 


ing metropolitan market in Minnesota. 


It's “‘cool’’ because you can sell soft 
drinks, ice cream, dairy products like 
hot cakes. 


As a matter of fact, the Consumer Ex- 
penditure Income is $886 million a 


year. 


Meeker will show you how you can 


make money in Rochester, Minnesota. | 
| 


me 
KROC-TV 


CHANNEL 10 


Rochester, Minnesota 


National Representative: 
The Meeker Co., Inc. 
Minneapolis: Harry S. Hyett Co. 


Network Representative: Elisabeth Beckjorden 
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THE LIGHTER SIDE In camera 





It’s a good thing that a recent ex- 
periment which was shown on tv was 
not reproduced in color—a lot of 
faces would have shown up red, not 
to mention several noses. Three Brit- 
ons were plied with free liquor on a 
BBC safety program, How Good a 
Driver Are You?, to prove that alco- 
hol causes a driver’s reactions to slow 
down. 

Each driver was supposed to han- 
dle a car over a set course with vari- 
ous maneuvers—turning, reversing 
and zigzagging around and past a 
series of posts without knocking down 
or touching them. 

The first driver made his sober 
drive in 45.5 seconds. Then he downed 
two whiskeys and made it in 42 sec- 
onds. 

The second testee, a 21-year-old 
girl, navigated in 44 seconds dry and 
when wetted her time was 38.5. 

The third driver turned in a before 
score of 43.5 and a flat 38 after. 

The professor in charge of this ex- 
periment admitted that he had 
goofed. “The second test was taken 
before the alcohol really had time to 
get into the bloodstream,” he said. 
“We sent them out too fast.” 

The professor should have had 
himself a couple of snorts before the 
program. 


* * - 


Ted Steele, a vocalist, pianist, band- 
leader, organist, song writer, emcee 
and newscaster, who is on the air 
around New York some 25 hours a 
week, is decidedly a fellow who likes 
to sit on hot coals in Newcastle—he 
must keep busy in his spare time. 

“Get interested in something be- 
sides your job,” he told columnist 
Hal Boyle. “Develop a hobby—and 
make it pay.” 

So Ted, who was once an NBC page 
boy (wasn’t everyone?) and now 
earns six figures annually, bought two 
pet shops in New York. 

“The pet shops give me an added 
feeling of security,” Ted says. “I know 
that, if I had to, I could make a liv- 
ing from them.” 


But Ted’s accountant is not too 
happy about his plunge into the 
guppy and poodle business. 

“He thought,” Ted explained, “that 
if | »eeded an outside interest I should 
get interested in telephone stocks. But 
telephone stocks can’t lick you in the 
face when you're feeling low.” 

True, Ted, true. And besides, when 
the stocks get too low, you can’t eat 
them. 


* * * 


In Louisville, Ky., Dan Hughes, a 
former slave, celebrated his 112th 
birthday recently. The old boy’s in 
good shape, except that he does have 
one complaint. “When I go to thread 
a needle these days, I’ve got to hold 
it up pretty close so I can see it.” 

But this doesn’t stop Dan from en- 
joying his favorite pastime: tele- 
vision. “Most of his days are spent in 
front of the television set,” explained 
his daughter with whom he lives. 

“T don’t like Westerns, they stir up 
my blood,” Dan said. “I just watch 
one program a day.” 

“Yes, papa,” his daughter said, 
“but the program lasts from 1 til 11.” 


oa * > 


Life in this television age: A man 
in Atlanta built a tree house for his 
two sons, aged 13 and 9. The boys in- 
sisted that he install a tv set. He not 
only put in a tv receiver but he went 
all out and set them up with a tele- 
phone, electric lights, radio, two 
double-deck bunk beds and running 
water. And now the boys are trying 
to talk their father into installing @ 
heater so that they can stay out on 
their limb through the winter. 


- * * 


We nominate as our candidate for 
the Emmy Award to the Best Actor 
of the year, the song-and-dance man 
on a local show we caught in Tulsa 
recently. He ended his routine by 
baldly singing out the words, “Shave 
and a haircut, two bits,” and for a 
few seconds there, we really believed 
him. 

Ah, memories. 
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Beginning September 1, 1959, KSTP Radio 
and TV, Minneapolis-St. Paul, brings an- 
other outstanding and exclusive merchan- 
dising service to the vital Northwest market. 
On that date, FEATURE DruGs MERCHAN- 
DISING SERVICE becomes available—free of 
charge—to all qualifying KSTP Radio and 
TV advertisers! ; 

In sixty high-volume drug outlets, the full- 
time KSTP FEATURE DruGs staff will main- 
tain continuing service including placing of 
display material, improving visibility, fac- 
ings and position, checking on distribution, 





NEW IN THE NORTHWEST... 
EXCLUSIVE WITH KSTP! 


“Feature Drugs Merchandising” added 
to famous Feature Foods Service 


by KSTP Radio and Television 


stock conditions, popularity of special deals 
and collecting competitive information. 
These activities will be reported to partici- 
pating advertisers twice during each 13-week 
cycle. This is similar to the famous KSTP 
FEATURE Foops MERCHANDISING SERVICE 
which provides special displays, Bargain 
Bars and store calls in 200 key supermarkets. 

Your nearest Edward Petry office or a 
KSTP representative will be happy to give 
you all the details on this, the most com- 
plete, most effective merchandising service 
in the Northwest. 


Radio A % T - Television 


MINNEAPOLIS - ST. PAUL Basic NBC Affiliate 
“The Nortiwests. leading Station” 


Represented by Edward Petry & Co., Incz 
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